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I . INTRODUCTION 



' - « ^ * ^ 

-The National Center on Child, Abuse and Neglect (NCCAN) ^ , 
*is located in Washington-/. D.C, and is an organizational part 
of the Children's 'Btireau of ' the Office of Child Development, 
Office of Human Development, in the U.S. Department o't Healtli, 
Education and Welfare. 

. The activities of the National Cefiter are directed toward 
tjae twin goals .of: (1) increasing knowledge about child abUse 
and neglect?'/ and (2) applying that knowledge to improve and 
expand prevention and treatment efforts. 

Unless the general public is -aware' of the jiimensions and 
seriousness of child abuse and neglect, it will not support 
efforts to deal with the problem. And Unless parents are aware- 
ihat help is available for them to meetJ^heir child ccire responsi- 
bilities, they will not seek it. TherefcrreV pne 'of the priorities 
or The National Center is to increase public and parental aware- 
ness. / 

As a part of this effort, NCCAN conducted a nationwide 
study of /existi'ng public awareness activities. Public and private 
agencies! as well as- individuals', were surveyed to find out what 
they believed is needed to conduct successful public awareness 
campaigns. In all, over 70 agencies were contacted. * Intervi'ews 
ranged from lengthy^te^phone calls to two-day visits. 

Existing materials, including TV and radio public service 
announcements , newspaper advertisements and posters, were cata- 
loged ajbd evaluated.- Our intent was to fill gaps in these mater- 
ials, not to duplicate existing materials , , ^ ^ 
/ ' 

This manual fis pne result of the nationwide s'tudy. It is 
intended for public and private agencies working in the field of 
child/abuse and neglect prevention and treatment. In tJontent 
and writing style, it Is designed to assist those responsible 
' for oteating public u^nderstanding of the problem of child abuse 
and neglect, 'whether they have a great deal or only minimal ex- 
perience in public relations. ^ • . . * ' 

' / ^ * 

/ The ideas and suggestions p<e?ented in this manual are 'bas^d 
'onkhe successful experiences of others. They are off ered ,as 
guj/delines for the development of a public^ awareness campaign 
that is responsive to local needs and the specific objectives of 
individual • organizations 



How this manual will be \:^«sed depends upon the reader's 

knowledge of public relations ^ Those inexperienced' in the ^ 

field may. find it worthwhile po reafi the manual cover to cover; 

those more experienced, on th,fe other hand, may wish tg refer -to 

specific ^sections as the need arises.' For ,this purpo&e, the 

roai^ual has been carefully indexed, 
t 

* Special 'attention shoul/ci , also be drawn to the resource • 
section near the end of the ijianual, consisting of a catalog of 
existing public awareness materials and information on Where 
they may be obtained. ' ' ^ ' - ' 

In the months and years ^ahead", we hope you will find this 
manual a practical working tool in your own public education 
efforts. 



Donglas J. Besharov* 
Directbr 

National * Center on Child 

Abuse and Neglect 
Washington, .D.C. 



II. VAl^UE'OF A PUBLIC RELATIONS' PROGRAM 



Public 'Relations. Do you recoil from the term? Sc«ne~ * " 
What? It is understandable. Through misuse, it has come to 
have unfavorable connotations., ' For millions of persons, it . 
smacks pf manipulation slickness , eveQ downright" di-shonesty. 
" , > . ' , , ' • * ~ / 

Consider another view. \ Fortune 4^inagazirie once defined i 
goocj. gublio relations as^ "go6d performance understood "and 
appreciated by the public." , TH^ key words"' are "good perform- 
ance." Everything depends on tMs/ Without.it, .no organi^a- 
tibn's public relations program can succeed for long, j' 

— ^Unfortunately, organizations S^^pieftlmes "hse "P . R. "'<to try 
_to create the impression th^t ."good performance" exists \9hen. 
it does not. This is known as "image-building." The implic'^^ 
tion is that an -image Qeed not be -developed over a period of 
time. (A^ a "rep^itation" must.) It can be 'created-- for aVi 
organization -or a person — such as a political figure. 

The unscrupulousT7and urisound — practitioner of public ^ 
relations feay^, in effect: "Tell me what iippression you want 
the community to have of you or your company, and we will — 
create ^it. Don't, worry aboul:. substance. The image is wliat 
matters." . • - 

Is your organization poorly staffed? the image-builder _ 
asksl Is it badly managed?" Fear not! IJe shalj. create the^ 
impression that you are a^ mod'fel of efficiency; Image^aS" a 
substitute for reality! ' ^ * ' 

* ' This Approach may appear to work for a time, but it_is 
.doomed in'the not-tsp-long ^:un. ^ rt works* even less well to^ay. 
Instant communication is one re^ason; greater operiness in the 
society is another. People are more aware; evdnts in -the 
past few years have made them increasingly suspicious. 

'oRemember, too, that Regardless of what you do,' or do no4^ 
do in public r,elations,, i^pi^have an image now. ^ . 

» ^ .L* . ^ • **" > 

^ What kind? It may ^e that of an -efficient, compassion- 
^ate gro.up. fThe two qualities are not necessarily incompati- 
bleO ^ J ' _ ' ^ \ 

It 'may be that of a service, agency entangled Xp ^^^^ ^ape 
; — or scJ. concerned with ^'process" that it loses sight of its 
purpose and the children and parents it serves. ^ ' - 



The -image cpuld be that, of a group that cares but is so ' 
badly understaf f ed\that it can't accomplish^ much. 

If your public ima^ge is unfavorable and no longer de- • 
served, you fcah chahge i't. *This assumes that the defitiencic 
in' your "perfDrman;ge" haVe been corrected.^ , ^ - 

*• 

No agehcy^ large or small, can afford to ignore public 
opinion and therefoVe public relations. An agency can 
greatly enhance its effectiveness if it has public 'understand 
ing and suppott. This is^what good public relations is all 
about^ Without it, proper -funding is difficult to obta-inJ ♦ 
Me.aningful legislation is not passed. Cboperation of other 
^genci^s is half-hearted. Volunteers are hard to recruit.' 

* Employees work better* for an organi'^at ion with a reputa- 
tion fpr excellence: They enjoy their work more, too. Such 
an agency is more likely^ to attract competent men and women 
who tackle their '^obs with enthua^iasm and pride- 

Your public image is the sum of overythinq you are >an^i , 
do and *say. The public's impression of you is^ formed from 
hundreds of impressions gained in various ways: from v'-Mntv^ct 
yith your people starting with, your telephone operator f run:, 
the appeararic.e^'of your offices or building; from wha.t people 
see and^ hear and read about you. 

Thin'k fpr a mon^ent about other 'aqencies in your comifluni- 
ty. What imp;ression instantly * comes to. mmd? Favorable /or 
unfavorable — or unclear? T^ke the Red Cross, f or^ exampl i*- . 
The Salvation Army.- The local welfare department. The State 
Department of^ Sacial Services. The Office of the Mayor. The 
Urban League'. ' 

* 

If t:he public is tO appreciate the work of your arqani- 
zation, you must undiirtake a planned,^ consistent ef&ort i-^ 
bring this about. TY\e next step is pl«*^nninq*' 



Ill, 'PLANNING AND BUDGETING A PUBLIC RELATIONS PROGRAM 



A public^ information program can increase public aware- 
ness of the seriousness of the problem of child at)use and 
neglect. ^J*<^should also jresult in public understanding, and 
'.appreciataon of the role of your agency. In planning, your 
program . . . ^ ^ . * ♦ 

1. Think realistically about the capabilities J , 
. ' of your . organizationr" — — " ~ 

2. Carefully think through the objectives of 
^ your public relati^s program-; 

3. Carefully define the auc^j^ence lyou want to ^ 

reach; - ' • ( 

* . ^ / ' ' ' 

4. Decide bn the best way to -reach ^t;^ ^ " ^ : 

5^. Think long and well 'about the, impact' 
/ of" the program on your organization. 

Here is how one organization went about this process; 

It' is ef, prj^vate social service agency which ha§ .contract 
responsibilities with the State Protective Service Unit. ♦ It 
accepts referrals from the state, and handles self-referrals. 

It operates in the major ^city*of a small midWestem 

'state. It ha's a staff of six trained caseworkers ^nd one 

supervisor. ; ' \ " * . 

* • • * . * 

The agency has its own daytim^ crisis line/ provp-ding 

immediate counseling to parents. * ^ • 

« ~ There are 12. volunteer homemakers-/ all trained iDy the 
supervisor; they put. in long' hours with the most seriously 
'distressedVf amilies_ ifi a cyrrrent case load*of 72 families. 

Suppose this ^agency, decides to undertake a public educa- 
tion campaign/ with the following objectives: . 

* J ' ^i' . ' . * ' * «• ^ *. 

. nto'^ recruit volunteer homemakers (audience:- 
likely prospects for homemaker service) 



* ^ to educate, the public on. the seriousness 
O ^ of child abuse and neglect in the commun- 



it>y and the ago^kry's role as a source of help^ 



(audience : 



sral public) 



• to iricreas'e s\lf --referrals (audience: abusing " 
parents) • ' ' " ^ ' . 

Before starting, the campaign,, the agency mus^t be able to 
ans.wer quesyi<^ns. like these: ' 

What other agencies, if any, provide ^,the same ' 
.kinds of services? • ' 

How effective is our presen^t service delivery' 
to- families? Can' we handle more self-refer-' - 
rals? . / , ' , X 

» 

How well does the agency perforin its function? 
Is our homemaker service re'ally effective?: 

'^What major problems does the agency* preser^tly 

4rave? ^ - < 

• • 

What cooperation can be expected from the 
referring agenpy/ and from other a^ncies? 

How will the public educatibn campaign affect 
the demand^ on the six caseworkers? , * ' 

Should the crisis line be in operation on a 
24-holir basis? ... 

If S0, can additional workers be hired? ^ 
Can- the sole supervisor train new staff? 
Can (s) he train and manage new volunteers? 



The-agency determined that it can do the things its pub-^ 
lie education objectives call for— recruit homemaker s , who^ * 
will be trained and managed by the supervisor and one senior 
case worker, 'educra^e tffe public, and handle an -increase in 
self-referrals through a more effective use of homemakers' 
with some- families. It then qarefully assesses its stjre'ngths 
and weaknesses, and cjec'ides ii is performing efficiently, 
with minimum organizational problems. ■ 

Plans are made .for distribution o.f Jn increased case load 
The crisis line will be operated on a 24-hour basis by the new 
ly; hired workers. . - " ». 



The agency's director then discusses with the staff the 
shape the r:ampaign should take. They >^gree to run radio' 
spotsr print and distribute posters, an\3' schedule- appe»ances 
on local TV and radio talk shows- The decisions on just what, 
form 'the public education program will take are important, ^ 
^ but- they' most follow the described careful pj_anning in antici- 
pation of the new -^demands made on the agency. 

^ ' ' - ^ ' ; . 

Following the ,above agency in .thinking through its objec- 
tives, capaS5iities , and methods of reaching its audience, yop 
will g,et an idea of the process involved in planning a public 
awareness program'.' If you have given thought to your agency's 
capabilities/ you are ready to select objectives for a cam- 



paign. 



^ Selecting Objectives 



1 



' The objective'(s) of the campai<5n must be clear and as 
narrowly defined as possible. Following .are some specific 
campaign objectives, with examples of themes and targ^ 
audienceSv^ * ^ s 

. * To Ffrovide^famille§ under stress 'with a 
* resource to which they can turn-- 



"Many paints need sc)mernTe~~to^ ' 
^ ' tprn to. We're here to help.^' 

To iijake the public aware of the serious- 
ness and scope of the problem — 

"Last year children died^ of,^ . 

abuse and neglect in (name of 
^own or'aifea) or^ "Child 

abuse ^nd neglect -are found« in 
/ ' every type of family." 

To fchange attitudes toward abusing parent's — 

"Child abuse and neglect has' two 
\ victims:- the^ child .and the par- , , 
en^t. Bpth need help." " ' 

To 'ed^iieate^ professionals concernihg theilr* 
mandated role in i;-eportdng — - s , 

"What • s 'happening to a lot of ' 
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♦ -'kids* in this country -is a cr-ime. 

• ' Are you contributing?" 

Ho strengthen legislation in your state. 

To recruits* volunteer workers or foster care • 
' f amiliers-- 

"LelTd a hand; hel^Jh^f amjly . " 

^ • . To encourage abusing parents to seek Kelp — ^ 

"When you get angry, do you strike 

oiit at the nearest thing* to you? 

; Your child perhaps'? Let us H'^lp 

^ ^ ^ you." 

.To focus on parenting techniques — ^ 

"Have you hugged your kid today?" 



4 



. To show that child abuse ^nd 'neglect perpetu- 
ates itself — ' ^ 

"Child abuse and neglect is cont^ig- 
^ , ious. VjJ^ you caught it from your ^ 



parents, you may give it to your 
kids.*" 

.To .educate on the ^iff^erence between- abuse 
and dis'cipline — ' * ' 

"Every *par^ent should bdrclear on , ' * 
the difference between discipline * • 
and ab\ise. Test yourself with \- . 

^ * these 10 questions." • * . ' ' * 

To educate the public oji the long-term effects 
of neglect oh' a -child — . ^ 

."Sdmetitnes -neglect leayes scars t * 
" you can't see." ' '\ * ^ ^ 



'^Many child development experts .object tp the use of the 
work "kid" as a substitute for "child." You may wish to keep, 
thia in mind. -"Kid" was used in these examples because i^t is ' 
more colloquial and, therefore, communicated better witji the 
general , public'. , ^ / • * -.a 
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Remember: don't try to do too nlnch.\. You can't educate 
the public on every aspect of the - problem. , 

^ gudgeting , ' * \ ' 

X / Regardless, of how limited your public information ac- 
tivities may be, they c-ost mbney--and time. Both are limited. 
To stay within your "budget"* ' for each, -yo^ must first- set pri- 
brities. • • - \ ^ , 

^Then, give careful thought to wl:\at the activity will cost 
and how much, time ie will take. ,There should be no surprises 
here . . . anywhere ^alpng the line . . . especially not at the 
'end. To avoid .themr th'ink out each step in the process ,and 
put a price/time tag on it. • 



imple: '*it may sOund^like a good suggestion when 
3, "Let's^get out a letter to 'physicians': " Fine 



For exar 

someone says , _ _ 

Start by ^thinking out thb steps involved: 



l'. Who will hani^le this? , ^ 

2.- Will there be an enclosure? Lf so, what? 

3.. Where will the' mailing list come from? .If/ 
you have -to buy it, what will it cost? 

t> 

4. Then, - < 

7' the letter must be^^ritten and 
cleared,.. >^ 

- how will it be addressed? Dear 
Physician or personalized? 

J' 

^ - how will it bte reproduced? In 
- the office? Or outside? And, 
' " . ^ 

- how will it be signed? 'Personally? 
Simulated personal signature? 

* 2> 

^ • 

5. Additional steps include:* 

collating vand stapling if 

the're* is mdre than one page, • ► 

folding , - . 

-? addressing envelopes, ' ' . . 
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- "^inserting l^tV^r, 

- putting o 
ma'irling. 

Every step in a 'project takes time and/or money. 

Suppose, you are gofing to prepare a booklet-— ques'ti^ons 
like these must be an^w.ered. ' • ' . 

' • ' • who is th^ intended audrfence? 

who will write t^e ^booklet? 

Also, cost/time'^decisions must be made bn:> 

' • size / 

colo-r and quality of p'aper stoajc (wA.ll 
\, special, ^ heavier stock be fequjire^/f or 
the covers?) / X ' * 

; ' ^ _ \^ ; 

type of binding^(s1;aple« saddle stitch?)/ 

number, of colors \black and white, two-, 
colors' or moire?) , 

illustrations (will \ny be used? Jf so, 
what kind? Line drawings^ which are ' '^'^ 

cheaf>er^/ fialf tones? Photographs?) / 

* . . number>of 'copies, 

en^l&pes (necessary or not?) . ^ - , • 

If the booklet is to be mailed/ be; sure that it will *fit 
into a standard size envelope; Odd-size envelopes cost more 
because they havd to be specially made. 

Weight of paper stock is important not just for aesthet-' 
\±(f reasons and cost, but for postage. A fraction of an ounce 
more wei^t can oiish you jap inrto^ the next„--highest^ imit of ^ post 
age* In,/estima?¥ng 5a^•gi^t-;:--ir^e^^^ and Vny ' "' ^ 

yj::overing, letter-'iLlong^^ith the booklet.' • ' • 

In^'^plannirig even a simple slide presentation ; consider 
questions like these: * * . , ^ 

• * Who will do the researcfi and gather the 
facts? 



' • Who will write the presentation? 
^ . ^JHow long shQuld it be? . ' 

• will photographs or art work be needed? 
Will any retouching bB required? (It's, 
'expensive.) ' , 

If charts or graphs are to be us^d, who 
will prepare them? 

^ Do\you want the slides glass or paper- 
/ ' mounted? 

*. How many" sets of slides will' you need^ 
including a file copy for you? 

' * . ' / • The printed materials must be typed pro- 
^ ' fessionalXy-, Who* will do this? How 
long will it 'take? , ' . 
\ , , ' 

Will you need addi*tional projectors? ^ 
•Would it be^ best to^buy or rent? 

Thetee, three examples illustrate the need for careful . 
cost/time planning. , 

Don 't- f target additionaj. items sugh as the possible need ^ 
for travel, iong distance telephone calls, messenger service, 
duplicating, reprints. , They all add up. ^ . 

•Remember- — no surpSrises! ' , , 

^ • . ) ' - ■ 



IV, CARRYING OUT THE- PROGRAM 



Reaching 'Your Audience 

You have carefully defined your objectives and your tar- 
get audience (s). Now *^ou want to reach them . , * effectively 
.and economically^ How?*- Available means can be divided into . 
two. groups; 

General or. mass media 
. • ^ . Specialized media- 

Mass ^nedia include television, radio, newspapers, 
^general circulation magazines, bus and car cards and posters. 
The latter includes the large highway billboards, technically 
known as "?4 sheets." 

Special ized^^ me'dia include direct mail, special interest 
magazines, professional journals company house organs, labor 
union publications, and. club and assc^ciation bulLetlns. 

A speakers' bureau can also^be^considered specialized 
medium* > * \ . . 

Organizational and institutional "bulletin boards should 
at least be considered. 



Since all media could' be useful to you^^bu must .avoid 
the pitfall of trying J^.use too many. ^emembeir your time, 
staff and money limital^^ns. Which medium you select depends, 
on the* audience you wa.n€* to reach. ' <, ^ 



Publicity as a Pub.lic Information Tool 



i^iibl^city, as the Handbook'^ of Public Relations fs^ 'page 47 
puts it, is "news about events that are planned."- It also 
concerns events that have already taken place, , 

Publicity uses writteh and spoken words plus photographs 
to create understanding and good will. it can be a service 
to 'ydiir agency and, strangely enough, to the news media. 
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There is so much activity today that the media can't 
cover everything by .themselves . Publicity provides a- back- . 
st6p; it brings to the editors" stories^ .they* wouid otherwise 
miss. ' ^ 

To make the most of this tool , compile a lis.t of news-- 
papers ; wire s^ervices, mag'ajines, television and radio 
stations and determine the person who would normally coyer 
child abuse and neglect. 
^ . m ^ ^ ' 

Then make personal visits to each' where possible. Be 
prepared to explain your agency * s purpose , its role in the 
community ar>d other re^levant facts. . , * ' ' 

Take no more than a few minutes of each editor's time, 
but try to--discover the editor ' s ^ interests and the ways 
.(s)he prefers ^to operat.e. Jot down the information on a 
file card with the editor's name and the' medium (sjhe repre- 
sents. 

After "the ihtroductory calls,, your news releases can be 
mailed or hand delivered. But make sure your name, agency^ 
address and telephone number are oxv eSch one. 

If you have" something unusually newsworthy, alert your 
contacts^by telephone or brief personal' visits. - Most of 
your stories will not be earth-shaking; nevertheless, they » 
should be of interest to the conjmunity^ and important to your 
organization. '^^ >^ * . 

It IS just good sense to be familiar with the newspapers, 
magazines, televifeipn and radio stations you rely on for pub- 
licity, kead and study the dkilies, weeklies and other publi- 
catians. Look for openings for your news." Listen to and 
watch the newscasts and "talk, shows" of TV and radio stations. 

/ 

There are^ opportunities on the TV and radio "talk shows" 
and interl^^ew^ programs. if you have a good speaker or a wellj- 
known visitor; he o,r she can be booked on a program. 

One secret of consistent success in publicity lies in 
recognizing material that can be turned into a good story and 
placed in appropriate media. Yo.ur visits to editors and news- 
casters-'-plus continuing research, will help you^lselect th^ 
stories with the bast chance of appearing in print and on the 
air.* ' I * * 

Do's. and. Don't's in Dealing With the Kews Media 

1. Be honest &nd straightforward. They'll fo.rgive 
-many mistakes, if they trust you. 
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If you do hot know, say* so, and maka^ every effort 
to get the informations If it is information ,you 
cannot reveal, say so. Don't tty dodging and bob- 
bing and weaving* 



'Remember that Azhe editor's job is to publish mate- 
rial of intei^est" to his readers.' If he forgets 
thiS/ he won't^be editor long. ' . ■ . ! 

Befate you write your story, therefore, be sure ydu 
feel it will be of interest to the general public. \ 

■ . ■ ' ■ ■ . I 

Don't call or visit your press contact any mor'eXthari 
you need to. Editdrs and newscasters are usually | 
fightin,g deadlines. Ordinarily, they do not have> ^ ; 
vtime for unnecessary conversation. Build a reputa- 
tion as a peyson who, dalls^ only .when (s)he has some- 
thing 'worthwnile to say (from.thie editor's point qf 
view) . • ' . ^. " 



Do^'t be discouraged if your ^ storey doesn ' t . appear ^ ^ ^ 

Suppose you have w6rked hard pn- the story. You got ^ 
it in on time. But it never/ appeared. ' ^ 

• ii'- ■ . ^ ■ . ) 

Or dt ran on page 28 when ycxa^ had hoped for page two 
or three. ' , 

Or was cut to a^four-TiJie shred which you hardly 
recognized. 'f 

*Th6 head of your agency is keenly disappointed^. You 
feel it reflects on 'you.^ What are you to do,? 

Right off/.doh5t be. upsefe. It happ.ens-^equently , 
and it is probably ncTref ifection on you.. In the 
editor ^s opinion / ..i^t^^^i^ rate very. high. Or 

(&),he thought it wa^ a good story./ but it got 
crowded. out by^^more impoi:.taiit news. Or^theife was 
an unusual amount bf advertising that day. But do 
not call up the editor or your contact and complain. 
It will only irritate the editor, and it will do ho 
good. ^ ' ^ ' ^ ^ ^ 

Do your best to expl.ain the situation to your boss. 
And jriove on from there. 
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■A Word jon Writifig 



Remeinber — your number one objective is to communicate. 
This is true whether you are writing a news release, a leaf- 
let or a business letter. Therefore, write as simply and as 
clearly as you can. Avoid difficult words, jargon and pom- 
pous phrases like, "at this point in time." The word is "now, 
If yo^ use technica^l terms, explain them. Keep sentences 
short 

What reader is going to 'struggle through much of this 
(takjbn from a recent speech quol^ed in The Wall, Street Journal )? 

."In the field of concentration or structure of 
industry, short of the problem of monopolization 
or monopolozing to foreclose §ntry, there still 
must be some concern for that kind of felt or^^^^ 
believed domination, or for that lack ofjL-n^^n- 
tiveness or creativity in industry wJ^icJlT^ gives 
rise to, an overwhelming doubt as, to whether the 
antjJtrust laws can perform their function." 

« <i.Contrast that with a typical sentence from tKe Annual 
..Report of the town of Town^hend, Vermont: 

"For future improvement, we are hoping to do 
some landscaping for the Bicentennial,' bring • , 
. hot water to the upstairs sink and complete 
^ ' th^ stair treads into the basement r**"*'^ " ' 

Not elegant, but it tells the ta^pa^ler what .($)he want's 
to know quickly, clearly and concisely. 

Writing >the Fact Sheet ^* 

J^ke sure ^that ev^ery. press, broadcast or publication per- 
son with. whom you expect tq deal has a fact sheet. Think 'of 
it aW 'a /'"reside" for your -organization ... a concise, handy 
reference that your publicity c6ntacts,can use to look' up 
basic facts about your organization. Here is the type of . in- 
formation Tt sKou'ld -^in elude: ^ < 

^ • Name . , 

\ • 

• Address. . 
^ ' • Telephone nufnbef (including any night numbers)- 
P^urpose of organization* 
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/ * - Thi^ should be a brief (one or two^'|)ar^gra/phs) a*tatement 
of what your organization is 'all about ^ v^hy ^re, you in exis- 
- tencd? . .Wh^t. is ''it that you do? 

. J>a±e founded * ^ 

* Field of service ' 

' * ' * • * .J . 

Number of pe'ople served last ye^r 

^. Principal source of fjinding ^'^ 

. "Names of officers 

. • Name and telephone numbers- of persqu 
responsilDle for media contact. 
sure to include your ho^e telephone, 
•Give the "same • information on a bacv 
tip person to be called if you can*t 
be reached. 



Remarks ; Here you might - brief ly ^mention outstanding 
accomplishments of yo^r agency — or anything else pf a noce- , 
worthy nature which you wotild like the media to b^ aware of. 

Important Up-date the Fact Sheet whenever ahylphanges 
occ^ur. Be sure the word "REVISED" appears prominently. Use 
of a different color paper is worth considering. Sending a 
nev Fact Sheet from' time to time will bring you to the atten- 
tion of the media again. 

Speakers and, staff members will also find your Fact Sheet 
useful. • " . -* * 



Writing the News Release 



Anyone who can write a ^letter gan learn, with a little ^ 
practice, to write a news release. 

Suppose you have. some news^ou are eager to tell a frielnd. 
Your "news story" shd*UM' normally, stairt with journalism's '^^^ 
traditional "5 W's" — Who, '-^What, When, Where and Why. Later in 
your letter' you will elaborate upon the event, bringing out 
the less important details." , * 

' ' ^ . • 

'A news release is written in much the same way. Try to 
put your "5 W's" in your first, or "lead" paragraph, ^ \ 
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Follow your lead with the next most important" details : 
leave the least important item* for^last . * Editors cut stories 
from the bottom up. Eliminate verbiage) keep it short,/ fac- 
tual^ ^accurate. " 

The following; ekample of a news story may be camying the 
principle of conciseness a bit far. It is complete , however r 
and rt illustrates the use of the 5-W's: ' ' 

"John Alexander d^tuck his heac^ up the 
^levator shaft at the Dodson Hotel yesterday _ ^ . 
about lOf'tlS a.'in. to see if the elevator was - 
, on its way. down. It was. Ke was 42 years- 
* old%"^ ' . * ^ ^ . > 

\aere are- a few 6ther basic rules to follow -in writing news — 
releases: _ 



1. Be accurate. M^ke sure that full names are 
given and properly spelled. If you enclose 

a photo ^ identify the people, left to rigt^t. ^ 
Type the 'words "with photo" under the ^l^ease 
date on the release. ' ' > 

2. "Avoid adjectives and adverbs* Let nouns 

and active verbs t^th. vout storv. 

3. ^Cover ohly one subject a release. 

\ ^ ' ' ' ' * 

4. fiake your lead paragraph interesting. ^Other- 

'wise the readier may stop right , there .'^ 

5. Be sure to send* the release in^ time for the 
issue 'for which, it is dated. * Ref er'~tcr~aead- * 
line information on your media file'cardo*^ 
before mail,ing. 



6« ^ Fold the* release like a 'letrter, with the wor^i- 
"release" oatsiide. t , 

7. Try to ayoid -Saturday editions. They ^ are 
smaller and, carry more adverti'sirrg.'' There- 
forer they have less ^space for 'news. ^ 

6. Don't hesitate to ^ask, a writer or news editor 
• .for advice on how to write a story*.' Most will 
be glad to. help; thfey will respect the fact' 
that you want to do the^ job right. 

-9* Use a good quote, when appropriate. It' can- 
' m add . interest, to the story. - — 



10, Write a ^headline for your news story,- if tim^^ 
pennits, . The newspaper may. not use* ii'/ but 
immediately tells the editor what the arrticL^ 

' • is aboutl It .also gives him ^he main point /of 
>-'the stoiry,^ from your point of v4ew. . . 



^ / If you have never done much writing, you can/t expect 
to l>^ome a professional overnight, At firsl^, your news 
releases^will probably take' a . Iqng ^time" to write^ You wil 
oyerlook some good opporturjitle's fo.r deyeloping publicity. 
If you are- dding your best, don • fbe , too hard on yourse^K 
Everyone has to learn. Expertise will come with p^,act*ice. 



Here are thr-ee examples of news releases; 



Child -Protective Agency 
, 2 Maple Stree^t 
Falls. City, Iowa 



May 2, 1976 
Contact: , Jane Brown, 
Business: • OOO-OOOO 
Home: , 000-0000 




FOR IMMEDIATE' RELEASE: - ^ \ , ^ - ^ 

Growing SeriqGsness of Child Abuse' 
and Neglect To Be Discussed', ' 

t * 

^'*What'can we • 'do^ to help the rifsing number 
of abused and neglected children in our/fetate?" 
This topic be discussed by St/ate [(irector , 

John Gray of. C^lild^ Protective' Services on May \ 
^rSth -at^Town'/HaM at 8:00 p.m. . ^ 

Mrs. Mae Jackson, Director of Child Pro-^ 
tective Services, Falls City Division, will \ 
moderate tTie quaint ion and answer period that- 
will- fallow. ' . ^/ \ . 

C)illd Proteqtive Services is a non-profit 
agency whigh. conducts programsv to help' abusive 
parents understand themselves and their chil- . 
dren. ^Child abuse and neglect is one of; the ' - 
major causes of dfeath '^mong children in the 
United States. * * ^ ' 



Children's , Hospital , May 12., 1976 

156 South State Street Contact: Hal Peters 
North Bend, Indiana - Business: 000-0000 

Home: 000-0000 

t 

FOR IMMEDIATE RELEASE.: 



Child Abuse Crisis Center Opens 



The 'community's first emergency ' receiving 
center for vd^ctims of dhild abuse and neglect 
opens its doors today through t'h'fe joint effort; 
of Children's HospitaT and the Family Help Cen- 
ter, Dr. James Fox, Diret:tor of Pediatrics at 
Children ' s ^Hospital , announced today.* ' 

Eight beds ^in the emergency ward of the^\^^ 
hospital >^^^ll be'.reserved. for ^cj:iil?iren suffer^ 
ing .from severe p^sical abuse and neglect. A 
broad range of services t,o help parents will be- 
provided. by both professional staff and volun- 
teers . , ^ . ' 

"This -Center will bring together the best 
medigal care available for these children, 
along /(^ith a skilled staff to work, with the re- 
habilitation of the parents--the other victims 
of the' child abuse and neglect syndrome,*' Dr. 
Fox said. . , ^ 

^' EVery year 2,000 children nationwide die 
from the effects of f^cHild abuse and maltreat- 
ment., and many mo^e are seriously injured and - 
ermanently disabled. ' 



^ The Child Abuse Crisis Center will provide; 

the community^^ with one of the most ^advanced 
treatment facilities in the country to combat \ 
the ^effects of 'child abuse and neglect. 

The Family ^Help CenM:q,?:v a Community Fiind'-- 
orgarf^z^ti^n,. provides a range of services to 
help* families in distress. These include a 
\ Day Care Cepter, Family Counseling and Hbme- 
^ maker Services, provided by pi^of esslonals and 
cafjSfully trained volunteers. 

- •■• . ^ 'A 



Office of Youth ai 

Fam^rTyvservic^' ^ 
1 Federal Plaza ^ 
Haut^ Butte, North Dakota 



April 7/ 1976 
Contact: Sarah Mooney 
Business: OOO-OOOO 
Home: 000-0000 • 



FOR RELEASE MONDAY, APRIL 14: 

. '•JStatewide Child Abuse 
4 Hotline -in Service 



^ A'state-\>ilde toll*- free telephone number 
'for reporting case's of suspected chilfl abuse 
and neglect goes 'into ^service tomorrow, Tues- 
day*, April, 15, Jonathan Glark, ' Director of 
Ybuth and Family Services , knnounced today. 

. "This is a vital step forward in our 
effort -to provide help in child abuse and 
ne'glecjt cases in this state," Mr, Clark said. 
"Ther^ were 1,637 inci4ents of child abp^e 
and neglect reported and investigated in the 
state last ye^rT rVle expect the number of 
cases reported to increase substantially^ this, 
year with the installation* c>f the toll-free 
telephone hotline 

Anyone suspecting a case of a ,dhil 
beirtg. physically abused or neglec±edt shq 
call: N800-255-5000. 




Feature' Stdries 



"It sn^ul^ be rer^iembe'red, " Mr . Clark 
pointed out, "that in child abuse and neglect, 
both the parents and the child are victims, 
and Y^y^Tn^ed to be'helped. ^* *\ 
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• News ^stories report news events.' Features interpret, 
instruct, or entertain. The tone &f a feature article is' 
friendly and informal. It presents facts in a detailed and 
interesting manner.^ It can express a point. of view* 



~ Good ideas for feature stories ate accomplishments by 
your organisation,^ such as a story concerning an individual 
or family you ha\je" helped . ' 



it 
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If yoii^ave a good idea for a feature story, an editor 

mighb san^^a ^^poofter to write it. Telephone the editor whom 

you^ thi'Ak woulcj publish* the story; ask' for an opportunity to 
disbuss it with Him. ' . - . ' 

Featur^ 4^ticles shou'ld not be dated. Less concerned 
with day-,to-^^ 'timeliness, they are ideal projects for volun- 
teer writers v«io do not work orn^a regular basis. ' " 

Sxii^^^^JL^^ues are a^ p,articularly good bet for feature 
stories Jvri?^<i^^se editors have more *6pace. 

. , ^ 

Photographs • ^ ' \ 



Naffies make news. People like to see the faces, that qo 
with the names. ' Good photographs add interest to a story. 
Feature vS'tories generally need pictures. 'Find someone on 
your sta'f f who .can take pictures that are interesting as welL 
as technically acceptable. (You?) ^ * - ^ 

* There are some basic rules to follow in faking and submit- 
ting photographs: . " ^ . * 

\, 1.. Include in your basic equipment a g^od» quality 35mm 
camerai, fast black-and-white film, and a amall elec- 
tronic flash unit. 

2, ' Send your exposed film to a -professional processor 

who can develop an 8 x 10. -glossy ^print. This size 
' " and type are preferred by most newspapers. 

3. Always provide a caption with .your photograph.. 
Type the information on a separate sheet of paper 

* with a^wide margin at the top^ Paste- the top of 

the paper to the. back of the photogi^aph so that 
the caption ^an .be read as ycrti look at the picture,. 

^4. Xhe. information on -the caption .should Include th^ 
date and place ,of ^he picture, and the full namee/ 
* and titles of the people in the pictures, inM:he 
, *left-torri^ht order* Be sure your information, 
' spelling and initials are accurate. ^ ^ .'^ 

5- Send photos in a lalrge envelop^. Enclose within 

* two pieces of* cardboard to keep them from bending. 
Do noi^ staple or paper-clip photographs togetlier. 

6- Your photograph should dram^tiz'^ the situation you * 
refer to in your story. Use natural settings- 
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Have the people in the picture doing something 
interesting, not just sfcaodJlft^there holding 
glasses o;r tea cups. 

?• An editor may prefer to send a* staff photographer 
"to take the picture. Have everything ready^ so 
the photographer cai| work quickly. 
^' 

8.. ^ It is standard practice to ask the subjects of 
the photograph to sign a photograph release. The 
purpose is to prevent law suits for* unauthorized 
\ use of an individual's pictare. Publishers • usually , 
insist on it. > If you wait until later to get it; 
you may not be able to find the pe6ple you photo- 
' graphed. ^ 

. 9. Keep an organized file' o^yphotogiraphs . . The press 
' ' fhay ask for them later — or you may want them for 

pamphlets and booklets or slides; ^ , 



. An Added Note on Photographs - ' * . 

Th^re is widespread agreement among professional^ and^ 
consultants in the field ^that photo^aphs of battered' Or 
starved children should ^be used witttl^the utmost caution* 
Often they have the effect of shocking and repelling 74i|ie^ very 
people whose understanding and support you feeek,, Theey us,ual- 
ly arouse feelings of anger toward parents instead of creating 
syfn^athy and a^ desire to help. They can also have a frigfite*^- 
ing -effect on childijen who are likely to see them. Most or- 
ganizations have found' them counter-productive when used in 
posters,, television spots, newspaper ads and articles. 



Some organizations have chosen to us^ slides of badly 
abused children at the beginning of a slide presentation in 
order to shock their . audience »into a ]eecognition q;f the 'seri- 
ous nature of tl^f^problem of child abuse and neglect, but they 
then have sufficient time to explain the scope of th^ subject 
and put the photographs in^ a large cpntext. ' '* ^ 

f , V • , * , 

Photographs of particular types of injuries whicri are 
commonly associated- with child abuse can' be "useful in a pre- 
sentation to tprofesjsional gtoups, such as teacher,s, who regu- 
larly come into^ contact with young chi4:dren. The bruise 
pattern left by electrical .cords is a good example.^ Th^se 
photographs can be descriptive of the type of, injury to look 
toT if -chiid abuse is suspected. Let your best judgment be 
your* guide. . ' , . o 
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Letters to the E ditor 

' . * 

o • . . ' i 

. ... 

From time to time you may find an opportunity t6 place a 
"letter to the editor." 

/Letters can be written in response to an editojrial or to 
a letter which' has previously appeared. 

^ ^ou c^n' al%o , initiate letters. They can "bV signed by an 
officer of your organization, or b^ a bo^rd member. 
«• 

Letters to the editor should be: 

1. No longer than they need t6 be'. Don*'t ramble. 

2. Positive in tone. This is p^^Tilcularly true if you . 
^ are answering criticism. Anger . . . de-fensiveness 

. . . hurt' feelings must be ayoided. A reply that 
is calm and objective , .but carries conviction, is ^ * 

' most impressive* 

3. Sent within one week, if in response to a news 
story, editorial, or another letter. ^ 

News Conference^ " - . 

A news conference should be called only if the issue is 
so 'complex that it requires a^question-and-=-answer perlt)d-;-or 
if the subject o;r the persons are of genuine interest to the 
communitY* * 

Be sure you ,are justified in holding one. Eew things . '\ 

are sadder than a press conference Vs being delayed with the 
hope that a few more reporters will arrive . . . or 'seeii%g ^ " ^...^ 
them start to leave halfway thratigh it. Ney^spersons become.^ ^ 
justly irritated if it turns out that your information could 
have been gi\^en to them in a less time-consuming way. 

• If the featured Weaker is a well-known person, a 
straightforward press release will be enough to insur^ a good 
turnout from 'the press. Without "nam3 reAognitigyr,''*] you'll 
have t9 provide enough background information on"" .the speaker 
.to Convince the press that it is'^ worth . their while to'attend. 




. Guidelines for Setting Up and 



Conducting a News Conference 



1. Locate your n^ws conference in a central area, • 
convenient to as many reporters as possibles 

2. Notify reporters and wire services by -means, of 
a short press release. Foli^w it up \^ith tele- 
phone calls. 

3^ Hold the conference at 10:00 a,in. or 11:00 a.m. 
to get television coverage the same day, and no 
later than 1:00 p.m. for newspaper coverage on 

• . the same night or the following: ^day.* 
" * ' '» 

A*^ Avoid Friday press conferences. Saturday news- 
papers are re^d least. ' ^ ^ 

5. Newspersons are more often availabl^e gh mid-week 
mornings than on Monday. 

6. Begin your press conference with a short ,state-^ 
, , ment of piarpose. Follow with* your main speaker 

or' presentation^ Allow time for 'questions. 

7. Distribute a general release summarizing the news 

* announced at your conference. Provide copies of 
speeches at the conference- also-. - - ■ 

Smaller Newspapers . • * . , - 

In thinking about newspapers, don't limit yourself to the^ 
lar'ge daily journals. Country weeklies are often influential 
and well iread. Free circulation newspapers (shopping guides, 
for example) ^should not be ignored either. ' ^ 

Don't Forget Ethnic Medi% . ' • ' 

Are there black or foreign language newspapers or radio 
stations in your area? Do your local stations include 
black or foreign language programming segments? Be sure to 
add these 'media to your list, if you do not, j^ou are clearly 
saying^ that \hey and the people i^^hey serve are not important * 
to you^ ' ' ' r ^ 

Ideally, ybur material should' be translated before you 
send it. 



Look Underground; Too 

Don't overlook 4he underground -press . High school and 
college students will know of any local underground publica- 
tions/ if you'^don't. 

^TJhe • underground press^ is in touch with people — mostly 
young — who have little faith in "the system" and l^ss in mass 
media. If they are patt of the populatio^' you serve, they 
are worth trying to reach. 



. The^Broadcast Media 

Four* ways* of g^tt^g' air time are: 

1. Provide a goo<3 news story."^ (The same news release 
you -send .to the press can, be used.) 

2. Participate in, or influencje*. the content of, pro- 
qrdms such as "talk" shows or panel discussions T 

3. Submit public^ service announcements. 

4. Buy advertising time. 



TV - RadiO' Publicity Possibilities - - ' 

Stiation program directors look for good program ideas. 
This is particularly true in the .Public Affa'irs sector. If , 
you hr^ve an idea for a program, talk to them about it. ^ Per- 
haps^ it is something as simple. as^ "Is child- abuse and neglect 

a giDOwing problem in > ?" 

{name^ of town ^ 

» In suggesting the idea/ you explain why it is a timely 
and interesting subject., Support tliis with available facts/ 
figures. Suggest a possible format such .as opening 'with a 
film, like "Children in Peril," followed by a panel discussion. 

4 

Tell them about the*^ film. Suggest participants for the ^ 
panel; explain why they^are good choices. (Unless they are 
knowledgeable in the field 'and articulate , interejsting speak- 
ers/ tl>ey are not good choices.)^ 
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Every station is required by law to devote a reasonable 
amount of time to "public service" programming and fepot 
announcements. If a station fail^ in its public serA^ice obli- 
gation/ the Federal Communications Commission can fail to re- 
new its license to operate when it comes up for renewal. The. 
reasoning is that the public owns the air waves, not the, broad-- 
"caster.. ^ ' * ' - - 

: 

.This m^ans. that the broadcast media will be responsive 
to ideas for public affa'irs programming that will interest 
their audiience. , . r ' • ■ 

Prime time is difficult to get for such progrimts, but . 

"adn'f let tbis worry you. If they offer you a half hour or 

fifteen minutes early Sunday morning or 'late at night, grab 
it. It's- an opportunity. Even at those hqurs, you may ^be 

'reaching a few thousand listeners (or even, a few hundred) . 

How nfany other opportunities do you have for telling^your 
.story to that many people? 

Spot Announcements 



Before attempting to write public service spots, talk 
with the stations. On occasion, they need more local service 
spots. Usually, "^however, they have too many. This means 
•that you will have to compete with other non-profit organiza- 
tions for public service time. 

Remember, you must look at the problem from ther station ' s 
point .of view.. Broadcasters need to maRe a profit to stay In 
business. To do this, .^mpst^of their time must be filled with 
paid commercials. They can'^t run' largely public service spots.. 
So they strike a balance. (They tend to select material that , 
will not only interest more listeners but is more profession- 
ally- done. They also avoid material they feel will offend 
their audience.) > 

If you. use radib, you will probably want to use either 
30-second or 60-secbnd spots, and you cannot run longer! De- 
cide on your objective with care. Say what you want to say 
clearly and simply^--the shorter *>the sentences the better. 
Time your spots carefully, at a normal speaking rate. 

Here are three ex^ples of te^ts for radio spotg: 

, 

. , ' .e^ • ^ ' . 

Ten seconds: You can help end child abuse an^ neglect in - 

^ ' ^ San Diego. Call^fche* Family Stress Center at 

425-5322. .That number again: / 425-5322 . 



Twehty seconds: 



Who would hurt a Ad? Who would abuse or 
neglect. their owri^ children? The FAMILY 
S^'TRESS CENTER realizes that anyone can. 
Abused and neglected children are a grow- 
ing problem in Saa Diego. For information 
and help, call the FAMILY,^TRESS CENTER 
anytime at 425-5322. That ^nujubW agaiiif?^^ ^ 
425-5322. 



Thirty seconds: 



Child abuse is dramatically increasing in 
New Jqrsey, with almost 6,000 reports in 
19,73. New Jersey's Division of -Youth And 
Family Services .maintains an ^round-t^he-, 
clock Child Abuse hotline f or ' immed iJ^^te 
"^rfeporting of child abuse situations. If 
yqu observe a child being abused or 
neglectted, call 500-792-8610, that's 
800-792-8610. F^emember: you are- required 
to report by law, but you can remain anony- 
mous . . . And : . . you may save a life. 



TV spots 
are desirab] 
technical quc 
for use in 



^more difficult to produce. Segments of film 
if it is ^genuinely ^interesting and of excellent 
Unusual still shots also have their place 



Even- if you have thes^ elements, you still ^ave to com- 
bine- them into an integrated commercial with narratioh to 
present your ^messa<je . \ 

' Narration running with silent film is called "voice-over. 
A film in which? t1ie characters actually talk (most comraerciaJLs 
are don^ this w^y) »is called "lip-synch.*' Voice-over commer- 
cials are much simpler and cheaper to produce. - 
/ . « . ' • , . ^ 

How do you get*'*&ven a simple commercial produced? You 
^ may be ^ble to'^get help f rom^^ the^station', but don't count on 
' this. They 'have enough to do. Pe-rhaps you can turn to a 

local advertising agency or film producer for' help. , It may 
' be that' for the time being you can't find anyone to help you. 
Don't be discouraged. Put it aside,' but don't give up. You 
will find a way to do, it. • / 

/ 

^Leaflets . " 



A basic leafld^t or fp^lder- giving essential facts, about 
your organization &nd briefly desoribing your services will 
have one-hundr^d-ar\d-one uses . ■» 
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Use it as a give-away (it can be a slightly 
expanded version.^f the Fact Sheet described^ 
earlier) . ' . . ^ ^ 

^-Design it to"^it'<^4 #10 standar;d business 
envelope. 

* * > » * 

Don't waste copl^es, but send it out whenever 
you think it will do some good. - ^' 

'•A , - . 

Use it as a h^^dout at meetings. 

See that appropriate agencies (a day-care • 
center, for example) have a, supply. 

Put it up oji ^;stli.table bulletin boards. 

use ^ it ^ith|^ letter to solicit funds or to 
recruit volunteers. 

> 

And — keep it^ uprto-date. >' ' i 



The problem of ^t-oducirvg such a leafljet — or indeed ^ny 
printed piece, for yom: ^^gency>spis not unlike that faced by, 
the clergyman'^ s wife^' If she *is t^oorly and dowdily dressed, 
the folks in^the parish criticize her poor appearance. If 
she ife-well dressed/ they begin .tc^wonder if her husband's: 
sa"lary isn't too hi^g^.^ You must strike a balance. ' j 

Thii^k carefully about what you want to include. Say it 
as briefly as' ppssible. Keep the design' simple . Restrain 
your printer from using too. many " different kinds of'^type. Be 
sure that the t^xt' is n6t just readable but inviting to *read. 
Thi^ means that* th^> type must be large enough. (Of equal im- 
portance — some would say greaterf—is proper "leading" (pro- 
nounce.d "ledding" )^\- This means the amount of* space between 
lines. . % 



Color is nice, but adds to^the cost: You can get two- 
color effect by using a colored paper stock, say pale blue . 
with, a- dark blue ilik. Your printer Or the advertising, person 
on your advisory committee, .can help- here.. 

Don't sacrifice readability to aesthetics. You do, for 
example, when^ the paper stock is too dark for the color ink 
that's being used. , The reader may be impr^ssed by the beauty 
of the piece, but if it is hard to read, (s)he won't read it.^ 

Photo^r^^s and art work? _They ad^' to the attra^ctive- 
ness of the piece, but they also add to the co&t and produc- 
tion time. Ergo, you are less likely to update it and reprint 
it when , you should. Also, remember the. clergyman' s wifel 
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Uote ; Don't proceed to printing without getting writt-en 
cost estimates first. This is standard practice. 



-The Brochure 

4 

The chances are that a brochure will not .fit into your 
I^lans — primarily because it won't fit into your budget or time 
-limitations. A brochure — it is often a booklet~ris more elab- 
orate and more dfetailed than'a folder. It takes longer to 
plan, write* and produce. Changes in organization, staff and 
even location can quickly put it out of date*. 

If you decide to produce one — to celebrate a significant 
anniversaocy , for example — get some professional l^elp, prefer- 
ably from an advertising or public .relations professional. 



Posters 



If someone says (including you) , "We ought to have a 
poster," be ready with" two questions:" 

1. Where will we use th'-im? 

* 2.' Who will see that th^y get put up? 

Think carefully about b^th points. If you can answer 
them ^realistically, you may want to, prodeed. ^ 

Where they can be used will determine how macly'you need" — 
or indeed if you want to proceed at all. It will also influ- 
ence size and shape. If a poster ,is too bicp', stores are less' 
likely to use it organizations won't post it on their bulle- 
tin board. .-^ - . 

when you decide where it. will be used,«study the' posters 
they are using now — and the extent to which they are using 
them. 

If you decide to produce one, get help. Exceptionis 
there are, but ,it usually takes a prof ^ssiohal ''to do a poster 
of professional quality. ^ , . 

The number^ one rule is to keep it simple. Too many kinds 
of type, too many elements, too much .copy result in clutters- 
better not to produce one at all. A cluttered poster,. is not 
only unproductive — it can give a negative impression of your 
agency. ^ 
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Direct Mail 7^ 

Many — if not nearly all — social sexvice organizations 
use direct mail to raise funds or gain support. 




Like appeals in the press, your mailing piece must at- 
act the reader'^s attention , Ipe' interesting and concise and 
enoswith a call for some kind of action. (S^d a/ che^f k ; ve jr; 
unte^r , etc. ) ' 

Dirfegt mail is expensive (but can be efficient) , so 
select youi5<mailing list with"^gare. If you* compile it' your- 
self, be sure^ your sources are cui^'rent. City directories 
and telephsm€ry>oSks are^most upefut. b ' 



You can also ^uy or rent lists fnom direct houses. 

Explore the -possibility of having some'"otBer organiza- 
tion address your envelopes to their list. ' The^ may be 
willing to .do this free. ^ ^ 

If you send a direct mail appeal to a limited number of 
people whose support you value hi»ghly, you will want to have . 
your lettets typed or send them out to be processed on aii^- 
automatic typewriter which will' "personalize" them with name, 
^' address and salutation. ' - , 

Typing is preferable ii the quantity is small enough for 
j:he staff to handle, or if enough Volunteer typists can be 
\ found. 

Extra typewriters can be rented reasonably. *• 

If you are short of staff and volunteers , la mailing house 
can do all the work for you, if^ you can affordlit. 



Advertising 



Publicity, is free, bilit you have little direct control' 
""bver it. Your story may not appear^; if it does, it may be 
changed and/qr shortened. You can control your advertising,: 
however. ' You canVsay exactly what you wish. You can be 
'sure^"tlTar it: will/riirr: But, advertising '-co.sts money: ^Still, ' 
th^re is no cheaj^r, fasSer way to be sure of reaching large 
numbers of people. 

Most organizations in the social service field do hot 
use advertising, but there are always exceptions. <lf you are' 
thinking of -'using it for some special purpose, 'discuss it 
•with your advisory committee. 
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Ifvyou 'uae an adVertising agency on a regular ba^is J:o 
writ^ and design an .advertisement, the service will co^± yo,u 
nothing. i^his is^ because agencies are paid by th^ medium; * 
usually thfey. receive IS.petc^nt of ^the .cost of : the space or* 

Jf you do*not use an agency and instead, place adver- . 
t^ising 'dirett with the newspapei^ or broadcast s.tat1jOn, you 
^ill not pa^ ani^^^l^ss, 

\ ^* ArL_advertisemeivt^ which. ypu pay $100, for example, 
(joslfs the sam.e _whether'\t is placed through an hgepcy ot . 
direct -by^ you^. 'if the a(^^rft:y places, it, the medium pays . 
tjiem 15%' or *$16iOO- If yoiKPla-ce-!it , no agency fee is, in- 
volved', but\you still, pay $lb^,00 ' * \ " 

> - • * ' • . ;\ ^ ^ 

WhetheV an agency does* the a<^ertrsement for you or not,. 

you must pay prx^duc^tion' costs suclv^ typesetting 'and en^rav- 
• ^ing if th^ newspaper^is printed "letb^press," or "mechanicals"* 

if the- printing method. ^3 "offset.." ^ 



Free Space and .Services 



We' have mentioned free public service announcements on, 
radio and television. Sixnilaf possibrlities for pxin^^ exist, 
t-o a, degree. . . » ^ ' ' ' 

* Newspapers , magazine^, company house organs or associa-- 
tion bulletin^, may, also give advertising space (of publicity) 
on occasion. ^ ^ ' ' ^ ' . ^^..^ ' / - \ . ♦ ^ 

Similarly, outdoor advertising companies! may have uite^Lz , 

signed billboard s-^ace for short ^ periods during tl^e^ year ^ - 
(;usua],ly in Vintet) .Tjike .publishers , they.. feel i^: is popt 
^^oractice ^to leave space, empt^. ^ Al.t hough ^ you may not be^aBle 
-.to^^t 'free space^-the 'instant you want it, ' these ^freebees" 
can Bei worth, waiting for— :if you have th6 money, to produce a 
poster\^^^^ y . ^ j " 

Locals ad\?^^ising clubs Sjometimes 'provide professional, 
assistance^ to communi-ty 'causes • ' ' ' , -.^ - 



-Students at yoiar. Ideal art school or television film 
' workshop may not "be profi^s^^l-onals yet, but some^-are highly 
^ talentfed. . ' r * . i 

^ ^-^ 

Large companies will s^omerf;imep ].end a^ hanji-, .It is good 
pubit'i^ relations for tfiem .to do^soT ^he public affairs direc- 
tor jnay.b^e willing tQ place your material ^ in the company's 
'house* organ. ^ The company's advertisj^ing manager might make 
"available some pro^es^sional designer wri^in^ help. -tS^) he 
might even inWlve their advertisingjagency. 



Commercial art studios ; ^otographers and printers jnay " 
• help on 'occasion — Either for Wree or at a- discount*. ' Offer to 
give th^m a credit line or some'^'other appropriate form of ^rec 
ognition. Most will not take you up on this. ^ (They are 
afraid^f too many similar -requests. ) 

Reisearch^ firmfs* may help you design a simple i:elephone" 
» Purvey a^d provide instruction on how to carry it* out . ^ 

Firms which send regular mail,ii^gs to their customers— 
.^utility companies, publishers, "department stores— ^may be 
-'persuaded to enclose* a leaflet or special-event letter. The 
enclosure ,must be small enough not to increase postage cost.. 

» ■ 4 

-The Speakers' Bureau ^ . \ ; - / 

rtr can ^e ^ highly effective means of disseminating , 
p\;iblic information about your agency's work. Here are three 
^^^sii^gestions to keep in mind in establishing 'one : 




. ^ I.** The speakers must be effective. Tqo often 
* they are cho.se;n for their avaiiabifity or 

.-"prominence." A poor speaker may represent < 
- ^ you ba&ly and do more harm than good. (Es- ' > 

/ jieciaily in a question and answer session!) 

t 

2.^. Their material must -be factual, interesting 
. , and consistent; with the objectives and prac- 
tices of yo\jr organization\, - . 

, This will^help to insure that ^iihey speak^ <^ 

with ^ common voice. You' can't have v§ri- * 
ous well-meaning ,persons out the;t:e'' saying 
different things about you to. different 
• - groups. " ^ ' . ^ 

3; One person must be responsible for sched-* 
. , uling and arrangements.' OtherWse, coti-. 
" * fusion and.ill will can resftlt. \ 

K ■ * * 

'Speakirig engagements can be 'an excessive demand on an * 
alreafdy .heavily burdened; staff.* Ptvof^ssionals involved .in* ' 
'the' field of child abuse and neglect will u^^pally do the * 
test job in^ fulfilling speaking engagements. Volunteers 
\ caa help, too. ^ * 



Careful selection and training of the volunteers to use 
in the "speakers' * bureau is a must. Be sure they understand' 
each assignment , and are well veirsed* in the topic. . Guidelines 
for- answering questions s|iouldy'be clearly set forth; and you 
.Should provide, answers to a nu^aber of the most frequently 
asked que^stionsj< Even experienced vplunteer*^sf)eak:ers should 
be discouraged from "editorializing^ and sffou^d not attempt, 
td r.eply to questions which they are not fully pre^pared to 
answer.' They can ^ always refer the person to the. organiza- 
tion for explajiat'ion. 

Volunteers must .have a thorougVi understanding of t^e work 
of your organization. But^ ^hat ' s .not enough — they must also 
ie enthusiastic about it. 



Audio-visual matej/ials will greatly ^enr^ch the presenta- 
tion'. Use of a/^T^iJeypresentation or a film will lessen the 
burden on a vo/iunteer, by shortening the time (s)he has to 
address the group. The materials, if properly selected, can 
spark a lively discussion. ' ' 

Slides are recommended because of their flexibility. . 
You can ,easily rearrange, eliminate and substitute if neces- 
sary* A slide presentation (of -the work of your organiza; 
tion, for example) is easier and cheaper to keep up-to-^te^ 
than films. 




Keep a file >of interesting facts and stories \o use in 
speeches. ^Your speakers will appreciate the additioii of | 
fresh material from tis\e to time. 

Be sure to keep a record of all engagements^, including 
the name of the organization, the date, place, time and ap- 
proximate number pf people . • 

A quarte'rly speakers' burdau report for officers' and 
board' members may-surprise them with tt^e scope of your ac- . 
tivities and th^ total number of ^pem>le reached. J 

* ^ • ' . -/ ^'f^ ' 

Following is ai). outline of a presentation given by a 
member of an agency 'a speakers* bureau. Having outliijes 
like this on hand Will ^sure you of being prepared when a 
request comes in. ♦ ; ^ ' ^ 

' Presentation to Parents' Group 

length: One hour ' 1 , 

I. Opening remarks: lO^mjjo^es ^ > 



V 



Purpose of agency and specific 
services it offers . • 

Explanation of your relation- 
ship wi?th agency 

Slide presentation 'on work of the* 
agency: i 20 minutes 



III. Discussion: 20 minut<es 



IV- 



Questions/answers on work of 
agency ' ^ 

Conclusion : 10. minutes 



Announcemeftt of new program or 
plans of agency, if appropriate 

Appeal for assistance, i.e., \ 
volunteers, -foster families^ / 
or other help j as needed 



^ This simple outline c^n ^sily be \adapted for different 

occasions: * . ' 

Films can be substituted for 

^ slides * ' ^ , ~ 



The discussion period can be. 
lengthened if time allows 

A panel of professionals can 

be used in ^place .of one speaker, 

or in place of the audio-visuals. 



Public Relations Adyrfeory Committee 



Consider ^setting ug) ^an advisory Committee • ^ It's an 

* excell^ent idea for a no'A-profit organization. ' * , 

<^ - ^ 

Its purpose is to provide an interested, professional 
source of both advice and ^practical help^. Its members are 
professionals in public" 'gelations . advertising and media 
including, if possible, both press and broadcast. ^ 
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if ' '~ ^ 

This can. be a formal group that mee€s once a month, per 
haps at lunch in one of your offices. "Inside^' ' lunches are 
^preferable. - Normally you will have materials you want ^to 
show or textj you would like the group to consider. It^'s. 
difficult' to do thi^ in a restaurant. 

• • 

Often, if is easier .to get help from such a group if you 
organize' it on a "call as needed" basis. You do not meet 
regularly; the understanding is that when you need help,, you 
call, and one or more will- make- themselves 'available^ With 
busy people, this usually works best.- They are more likely 
to serve on your^ advisory committee if they-know they will 
not be tied down to regular meetings. 



Join Up ' . ' 

It is helpful to know you^ putJTic relations counterparts. 
If there is an advert isng/poblic /elations group in your lo- ^ 
cality, join it\ You will learn from other members and become . 
aware of the public relations activities' of other ogranizations 



nlisting the Support of Othgr ^ 
Commynity Agencies and Group^s . 



can: 



Other groups can be helpful to, you in many ways. They 



. ♦ provide platforms for your speake2;s,, 

^> 

make -public statements in support of 
your programs, ^ 

urge enactment; 6f legislation, 

lend you their mailing lists or allow 
you to insert enclosures in their 
mailings, 

help you find volunteers, " ' ' . 

help you with introductions tb jj«?fia • 
people or coiranunity leaders. 



Contact with other groups'will a^so. keep you in touch 
with present and future activities of interest to yt)u. 
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You need the support of other agencies^ and groups, but 
.they neied^your support, too". Working with them will bring 
demands ^upoh your resources.* You must sort these out and 
-learn to say "^o" tactfully to requests for your time, or 
for favors which will prafce youa: agency ^ at a' disadvantage. 
You must be willing to help them when you cpiXi, of cqur^s^^.. i 
Cboperati^n-^Us-, a, two-way street. , . ' 

Usxng Volunteers . . ' ' 

— ~ V 

^ r 

. Volunteers can multiply your efforts . .\. expand your ' 
servib^s . . . increase your agency's effectiveness ;--~irh^^, 
, can , alsb'^ save you time and money, if they ^e propjerly used. 
Volunteers must be recruited, "trained and managed/ Harm can ' 
result'^f rom* turning weLl-me^ning but inadequately trs^ined 
people loose on a project for which they are not' suited.- 

^* The recruitment of volunteers can be hart^l^'d thrDtig^xy' 
•word-of-mouth and s-peeches to local clubs, chut^lie^j^^ii^''^ 
organizations. Also, a recruitment campaign , uVf^r^'va^Jve^ 
ments, r^cjio annouhcements and flyers can be und^^i^taken 



- It is 'entirely appropriate tc^ contact ^pupS^^ which have 
established volunteer aot|>s, [S^u^ch a^..jeii^3^e.di.<I^^ / 
groups may be interest^cl^^xp ^ ' jb'iijt^^l^oject / oir fh^y will / 
often provide your ag^|a^ ^^i^^' vol-tint^ ' ^' / 

' ' ^ ^X^-lT^/^^ /' ' * ? 

Vqlunteers^-^properi^^j^kti^^-^^lin arrange "^f or services: 
such as* printing and orgar^^n^;" s4mj^na;:s . They can answer 
phones, oversee poster andl^yer ^i^txibutioh and speak to 
comitiuijity groups. They can^^ritet^copy for" letters, leaflet^s 
a*nd» slide presentatioKs , ana f or-.^SFpot ^ginouncements . They 
can work with artists! in ^repai'ii|rg irta^^S|ials 

Very often there are hOus^?^k^^es whoj!have had writing, 
advertising, and other mediaj^ public xnformatioj^experi-^ • 
ences, and would f ind \satisfacEioiij ip working with'your 
agency. Ai^ei, there is a plafce for^ volunteer?, who are will- 
ing to type), feddres's and stuff envelopes, and ♦perform the 
many secondary but important chores involved in. producing 
public awareness materials, in every ^case, the volunteer 
^inust clearly understand .the task. ' " 

- * A gei^^ral orientajbion session for volunteers^should pre- 
cede discussion of the a^^if^c project. Start out b^yl^'e^-r 
plaining the imporj^ance of the work of your organizatjBn dhd 
the role of volunteers. Let 4:;.hein^ know they are genuirieXy * 
needed by your agerifey. Without volunte^ts , •impqr^sfat ' ser- 
vices of the i^H^ncy will be neglected. Give the|j c6pies of - 



jfouf^ f sheet. Take them "through it, allowing time for 
'^questions and discussion. Ask for/ a reasonably definite com- 
7 /^tinent on the time, the volunteer will devote to the project 
(days per week?- hours?) . ^ , ^ ' 

In training volunteers' to answer phones and give speeches 
"make sure they know what. to say to the caller or audience. 
You want them to^ represent your agency in the best possible 
light. If speakers can't answer questions, they should readi- 
ly know the sovirce to which the questioner can be referred. 

If pos'sible, provide the -volunteers with a -space to work 
when they are inside the agency's quarters.. Ev.en a corner of 
^i.desk can.be "home base" to the -volunteer ,^jaftd' will give 
him/her the feeling^ of belonging. 

The volunteer should be cpmfortable in the assignment, 
and well' suited to it. A person who, has skills in dealing 
with others might be under-utilizpd stuff ing ^envelopes . A^ 
shy volunteer iSfight .be a great "seminar planner," but ^ fail- 
ure as a speaker before large groups. With proper assignments 
and training, the voliant^ers can greatly enhance the^workvof 
your agency. ' ] , " r ' 

c ^ ' * \ 



38. 



V* WHEN TRAGEDY STRIKES* IN YOUR COMMUNITY 



In 1969, the shocking death of a little girl in -New York 
City, and. the full story of the circumstances leading up to 
it, provided^ sensational news stories. That, wasn't all.trfat 
happened, however. For one thing, af coiranittee was established 
— not an unusual occurrence after such ^ tragedy. 

Here, the consequences were meaningful. The committee 
was the New* York State Assembly Select Committee on Child . 
Abuse* and Neglect. it was/a small group (three members of the 
legislative lower hous^) , with. an even smaller staff. 

N The Select Committee, as it came t;o be known, addressed 
the problem of child abuse and neglect from a legal standpoint, 
surveyed existing laws, drafted an entire new body of legis- 
lation, and mobilized the media and concerned professional 
groups, in support. ^ ■ 

The Select Committee's involvement with the mfedia was 
based on the many 'public hearings conducted throughout New . 
York State. ^In the local communities in which hearings were 
held, pre^s releases ^were mailed to newspapers. Public ser- 
vice announcements were sent to radio stations. 

^ Not only were members of the press invited to attend the ' 
hearings but releases were also mailed to newspapers after 



hearings. Coverage of the proceedings was as broad as* possi 
ble. Committee findings and new bills to result from the \ 
Committee's work were announced in papers. 



Announcaments in ^professional journals — a form of spe- 
cialized media^ were used to attract professionals to eh4ca- 
tional symposia. These symposia were cosponsored by the 
Committee and various professional associations. 



Situations were never sensationalized. News on the pub- 
lib hearings focused on problems communities experienced in' 
providing effective protective services, and ways to remedy 
those problems* 



The result was the new Child Protection Act of 1973. 
New York State is now considered to have one of the best laws 
of its kind in the country.. 

Thus, out of tragedy came constructive actioixrthat will 
help to prevent future tragedies, r 

o 42 
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.When dreadful events involving children occur in your 
'fiommunity, remember that the^ can provide opportunities for 
positive action, with last^ing benefits. 

The initial reaction to the shocking abuse of a child is 
public revulsion. This is often followed by "deploring" and 
"finger pointing" as .individuals and agencies lash out at 
others and defend themselves.! Some who purport to view the 
scene from Olympian-like- perspective , pronounce that iti is ^ 
the 'system as a whale which is to blame. A few use the occa- 
sion to get publicity. , * ^ - ^ , ^ 

It need not be this way. When tragedy strikes- an your' 
community, don't let the press be the only group to seize -the 
issue and act. Call immediately a meeting of representatives 
of the various "child protective groups and related agencies. 
The purpose: to coordinate your efforts and plan a construc- 
tive strategy for response. The tragedy of a child (which is 
the tragedy of a facfily) can tri-gger positive action whose 
effects will have lasting value. ^ " ' 

For one thing/ it can give a big boost to public- educa- 
tion* on the subject. While interest is at a high pitch", you 
have a chance to get over points such as these: 

. * The seriousness of the child abuse and neglect 
• problem in the^Unitedi States today. Most people 
have no idea that it lis one of the leading causes 
of children's deaths. 

Child abuse and neglept is not limited to poor 
or ethnic groups — it occurs across the socio- 
economic board. 

A punitive approach i^ not the answer to the problem. 
^ In child abuse and neglect, there^ are two victim^.^ 

Both must be helped. | . 

. Child abuse and neglect is treatable. Groups like . 

Parents Anonymou^* prcjvide solid help toVany 
. ^ abusers . j 

> . ^ J \ 

. Child abuse and neglect is cyclical in character. 
Abused childrejv tend to .become abusers. That's, one 
more reason why it is so urgent -to end it. 
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* Parents Anonymous is a nationaT self-help organization for 
abusive parents. Such parents meet in groups to share their 
experiences, and to seek,, reinforcement and change their jDehavior 
O through the support of others. For information on local chapters 
write the/ Parents' Anonymous Hea(a<^uarters (see page 78). 
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There is, an obligation * to report suspected child 
abuse and neglect. When y6u report it, you are 
: . hot "turning ih" a parent or even ju^t p3;'otecting 
a child-~you are helping t^ save a family. 

w Special education campaigns .can also be^ started — directed 
to *phy^cians, for example, to .tBachers-, social Workers , law 
enforcement officers. '<> , 

Ma.ss media is your primary means of public ecjucation. 
Media interest in the, subject can be channelecT^ilvto construc- 
tive adtion. Suggestions for getting media*^cooper^bion in- _ 
elude: \* , ' ^ 

Arrange T^//radio interviews and panel dis- 
cussions with knowledgeable; interesting - I 
participants-. 

Make a good film available to a television ^ 
station. 

Provide the media with Ipackground informa-' 
' , • tion or a story giving the facts about , " ^ 
chifd abuse and neglect in your area J * ' ' 

. ' Detail the ^resources ^available to help - 
families in distress. Furnisii featur^e 
stories, or;, facts, on what as being done 
riow to deal with child abuse and^ neglect • , 
by your a^gency, as well as others. Let' ^, \ . 

the •publ'ic know that th^'re are many suc- 
cesses for every tragic failure. Case 
c histories' .are* always interesting — and * * 

effective. A photographic tour of agencies 
might -be appropriate. 

Suggest a feature story on some unusual ! 
organisation such as Parents Anonymous. 

^ . Suggest a series ^f stories illustrating 

the involvement Qf other groups, i.e., - 
teachers, social workers, physicians, law 
rnfoxcement people. 

. Tragic events sometimes provide an op^xtunityl to get 
badly needed action. Tlie State of Texas affords an excel- 
lent example of this. Stirred by a case of child abuse and 
the resultan't widespread .public concern, the Governor of Texas 



created an Interagency Task Force on Youth Care and Rehabili- 
tation. The executive order included a ^mandate to the Texas 
. * Department of Public Welfare to create a program for the pre- 
vention of child abuse and neglects Through the use of unex- 
pended' funds , the following were accomplished: 

H - 

implementation of a public information 
c^paign, " \ 

addition of 746 new social workers, and 

, • establishment of a state-wide 24-hour 
• hotline . ' ^ 

• Result: Texas now has 'one of the best fchild abuse' and neglect 

programs in the nation. 

• * * ' ^ - * i 

Once again--out of tragedy, lasting benefit.* 
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VI. EVALUATING THE PROGRAM 



Sooner or later, this question will arise : . "What results 
are we getting from our public information program?" Some 
folTcs in your shoes resort instantly to back-pedaling and 
fancy footwork. Other admit siirtply, ",We don't really know." 

Take comfor*t! You ate not albne. Last, year U.S. indus- 
^try spent something like nine billion dollars in f^uBidc relax- 
ations activities. Very f ew 'kjiow what they actually got. in 
return. J - ' ^ ' 

Advertising people are not much better off. Despite the 
billions th^y spend, few can pinpoint results. Retailers and 
mail order advertisers are the exceptions. 

R. H. Macy, the department "store king, . used to say that 
half of his advert:ising money 'was probably wasted; the problem 
-was he didn't know which half. 

So measuring the ifesuits of public -relations activities 
is tough. There are things you can do, however. They will^ *x 
give you some' indication, at least, of whethe^^nybody is 
hearing you. * *^ 



1. If it is appropriate for your program, 
include a telephoij^e number as part of 
your message. '^e''"^ purpose of the call 
may be to report child abuse or neglect. 
If you want to avoid this, pefhap^ you 
arfe calling for volunteers. ' 

Keep track of the number of ca^ls.- C^fn- 
pare it with last year's figure. This 
will provide some hint of how well you 
are getting through. ^ 

2. Offer some.thing. (Be*^ur^ you can af- 
ford it.) It could be a leaflet, booklet 
or a summary of an interesting report. 
The^ number of requests will provide some 
indication of whether you are reaching 

> people, but only an indication. 
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Unless your offer is most unusual, the 
/ response ./Will be small. A person may ^ 

4f) . 



be impressed by your message fcut not want, 
^^the material. Or (s)he may never get 
around to sending for itv (How often has ^ 
this happened to you?) 

3. Word~of-mouth response will tell you some- 
thing. I£ an unusual number -of people 
mention your material, this is a ^ood - ^ 

.sign — but only a sign. ^ v 

How it actually affects them is hard to 
get at. People are ''usually inclined to 
say the pleasant thing. The fact that 
they comment/ however / means tfTey may 
have seen or heard your message. 

If you da not hear any reaction/ it does 
not mean you are failing. Comments are 
the exception; most people have too many 
things on their minds to remember to say 
anything.^ • 

A. Telephone surveys to determine the extent 
of public knowledge 'On a 'given question 
are another possibility. It is conceiva- 
* , ...ble that with ~^ElTe-h^lp of an advertising 
agency, or .research company / you could 
conduct a small telephone survey. ' ^ 

This is apt to be costly/ ^however/ depend- 
• ing upon the arrangements, ^vesti^ate^ 
the pps.sibility of using .volunteers . You 
must make enough' 6*alls / knd they must repre- 
sent a crpss section. Otherwise/ the re- 
sults can be misleading. 

Bad research is far worse than no research 
at all. 

5. Where appropriate/ try to learn from people 
^ who have contacted your agency where they ^ ^ ^ 
^ ♦ heard about you. 

Measuring the results of yoxvc work/ then7> is »a. thorny 
problem. You must try, however. The very fact that you d- 
try is . liriportant . It will also help to mitigate unfair 
•criticism of your efforts. ^ < , . 



VII. RESOURCES 



You may want to supplement ypur library with a new book 
or article; purchase a film; rent a slide .presentation. 

What fpj^Lows is by no means a conclusive bibliography of^ 
materials related to child abuse and neglect and public educa- 
tion; Rather, it*is a selected guide to current books, films, 
video tapes and cassettes — the "additional "resources" you may 
want to use with your other public ^ awar^eness activities, or for 
your own information. 



At the end of the chapter you will find lists of organi- 
zations which supply information and materials upon request. 



VII. > RESOURCES , %' 

. Books •• , • ... 

Films /Films trips , ^ • " 

« -Slide Presentations ' , . . \ ^ 

Radio/TV Spots " , • . 

Organ izatioKsY^ Child Abuse and Neglect 

Orgahizations: • i\dvertising^ and Public Relations. 



\ 



BOOKS, ETC.'.. . . 


Worth Reading on Writing . . ^ . ' 
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You will markedly improve your 'writing if you read either 
of these. Both are well wor^th y9ur time — and the cost. 4^ 



The -Elements of StyU 

William Strunk, Jrt^ , wi^bh ^;avisidns ^ and an introduction 
an(J'a new chapter On writing] by E.B. White. 



The MacMillan Company. ($6.9SV 



^1 



On Writing. Well 
WilXiai[n Zinsser 

A 

.Uaxpex aijd Row. ($6.95) 
. And on Public Relations 



. Ayer Directory of Publications 



All newspapers, m^gajines/ 
j periodicals'^publishdd in the*. 

U.S./* with names *of editors, 
'^publishing circulation/ ""ad- 
vertising ,r^te^^d mecharfica;^ 
- ^apecif icativon^ • 



Ayer Public Relations and Publicity 
> " ^Style Book ($9.95).^ 



^ Ayer Fund Raising Dinner Guide .($9.95) 

. Ayer Glossary of Advertising and Related 
' Terms C$9.90) 



All from: Ayer Press 

210- West Washington Sqjuare^.^ 
T ' > Philadelphia, Pa. 19106 




BOOK^, ETC. . . . ° Cont. 
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Handbook of Public Relations ($I3.80) 

ja. Stephenson ' , 

McGraw-Hill Publishing Co. ^ . 

■^ Cl>ecklist for Preparing an Effect^ive 
_ Printed Piece i>($2, 00) 

;^ssociation Management (Vol. 25/. Dec. 1973, 
. P.' 28-31) . ' 

1101 16th Street, N.W- /° 
Washington, q.C. 20036 

Editor and Publisher Syndicate 
Directory ' 

830 Third. Avenue 
New York, N.Y. 

' Editor and Publisher's Yearbook 

830 Third Avenue 
New Yor^ N.Y. 

, Wprking Press of the Nation 

National JResearcti Burst^,^ Inc. * • , 

""424 North Thitd Street 
Burlington, ^bwa 5260i ^ 




Names and addresses of 
newspaper syndicated 
feature seWices. 



Publishers and publica- 
tions schedules of news- 
papers and Sunday 
supplements. , 
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FILMS 



Name: 



Subject W 



Matter; 



Producer: 



SECOND CHANCE ' ' . 

iThe use' of a mother-«bank (use ,of substitute 
mothers) program in the treatment o£ maternal- 
deprivation syndrome is described in this film. • 
A deprived' 22~morith-old child is seen through - 
the period of hospitalization at the Children's 
'Memorial Hospital*, in Chicago. The profound 
ef^fects of the lack of emotional car6, the child 
defensive reaction to maltreatment, and hej: im- 
provement after therapy are illustrated and' 
explored. ^ 

Roche Laboratoriejs/^ssociation'Film 

'6»0 <3rand Avenue, Ridgefield, N.J. 07657 



Available 
Through: 



Ms . Barbara .Hopper 
American Medical Association 
535 North Dearborn 
Chicago, Illinois, 60610 



Medium": 



16mm 



Year ''Produced : 
Length: 
Color or b/w: 



1967 

12 minutes^'' 
Color ^ 



Rental/Purchase 
dost 

Equipment. 
Needed: 



$10..00 per day or 2 consecutive days; 
^$2 0.00 per week plus '$.50 for postage 



16 mm sound .pro jector 



Name : 



FRAGILE : 



HANDLE WITH-«ARE 



Subject Matter: 



\ 



The film opens with a long scene of a hearse, 
driving Slowly through a cemetery. The narrator 
(Bill Cosby) talks -about children/ their needs, 
their frailty. Family and friends gather by 
the side of a very small grave next to a tiny 
coffin. We hear the mother's voice descrying 
the circumstances which lead to the child's 
death, and the, subject of child abuses is intro- 
duced: • . _ 
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A young "woman/ a single parent, exploded with 
anger at her eleven - or twelve-year-old daugh- 
ter and beats her' savagely . Irf talking through 
her problems with a social worker, it evolves 
that her anger springs from her frustration at 



\ 



4Pr agile; 



Handle With Care' ^Cont* 



Producer : 

Medium: 

Year Produced: 

'Length: 

Col^ or b/w: 

Rental/Purchase 
Cost: - 

Equipment 
' Needed : 



her circumstances, and from he^:?-/ reaction 
against her ' domineering father. Therapy 
puts her on the road to restoring her re- 
lationship with her daughter. . 

International Order of Foresters 

170 Valencia Street, San Francisco, Calif. 9410S 



\ 



16 mm 
1974 
26 min. 
Color 

Loan without -charge 
]^mm Sound Projector 



Name! 



Producer:* 
Distributdr; 



WAR OF THE EGGS 

A young, middle-class fcouple (played by well- 
known professionals) with a troubled marriage * 
has broken into an -ugly fight over the burning 
of the breakfast eggs. The shouting fcakes their 
twd-year-old son cry hysterically, and the en- 
raged mother shoves him "down a flight of stairs, 
critically injuring the boy* The film opens in 
the emergency room of a hospital? where the 
parents have takea him fbr treatment-. While ^ 
waiting for* the child to undergo surgery, the 
couple is confronted *by a physician who prqbeS 
the cause' of the injuries* They initially seek 
to disguise thedr compl^ex severe personal and 
marital problems, but eventually the'Wife'S un- 
happy childhood and the husband's ,3rig^id per- 
sonality are exposed.. The^ ac^cept responsibility 
for harming their son aT\d recognize thei-r need 
for professional help in overcoming the destruc-^ 
tive elements in themselves and theii^ relationship 
which have resulted in abusive bejiavior to the 
child. 

Paulist Productions 

Association Sterling Films 

6.0'0 Grand Avenue, ^Ridgefield, N.J. 07657 
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»> j>Jar of "^i^ Eggs Cont, ^, t 

Medium: 

Year Produced: 

4 

Length : 

"V < 

Color - or b/w: ,.BotK ^ ^ 

Rental/Purchase 

Cost: Reijlial: Color J18.95/da.; b/w^$12 . 95/da, 

Rental. Period : 

Equipment ' - - * ^ 

Needed: 16 mm Sound Projector 

*■ - ^ • • ■ 

liame: ' ^' DON'T GIVE UP 0N» ME' .' - 

f ' 

^Subject Matters The, film follows the case of Barbie, a young^ 

* ' mother -who has abused fier 2-month-old\dau^ter / 
# ^ from the time the ^ase is reported until it is 

resolvejd, a year laber. Many aspects of th'fe ^ 
^ * case "are seen* through' the pyes of the young so- 

cial Worker — darol. — who is assigned to work 
^ . with Barbie* Barbie was put "in. a foster home - 

as a child and suffers 'from 'deep feelings of 
rejection. She interprets her baby's efforts 
'"^ ^ to pull away when she's trying to hold her as , 

a form of rejljfttion, and ^reacts with ,frustrai:ion 
and -anger, * m 

— ^ A self-help group workshop, the relationship 

founded on trust' and caring Barbie develops 
with Carol, the- assistance programs offered by, - , 
the agency (homemak^, day care for the older 
child) — 411 work to help the mother overcome',, 
her problem* oJ^abuse and improve her poor self 
^ • ' image, 0 ' i ^ 

The film offers an intimate view of one particulaLr 
. case and of the methods of treatment brought to 
bear on it . 

Producer.: ^ Motorola Telepro^rams , Inc, , ' ' 

4825 N. Scott Street, Shiller Park, 111. 60176' 

Medium: 16 mml or 3/4" U-matic Videotape " 

\ear Produced: 197 5 - : » . 



^' ^f^gth: 28 1/2 min. 
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Don*t Give Up on Me Cont . 



Color or b/w: Color 
[ Rehta],/Purchase 



Costr 



Ren^tal $50/Purchase $37 5 



Rental Per.iod: One week 



Equipment 
Needed: 



16 mm Sound Projector or 3/4" U-matic Video 
Player 



Name: 



'Producer: 
• Distributor: 

Medium: 

Year Produced: 

r 

^.Length: 

, Color or b/w: 

Rental/Purchase 
Cost : 

♦ERJCtal Period; 



CHILDREN IN PERIL 

♦ 

This is. a documentary film on the subject of 
child abuse in America. It 'describes the 
probl'em and its scope, and provides informa- 
tion for* an audience of the general public . 
The reporter visits several agencies and 
hospitals around the country which trekt child ^ 
abuse cases, including Denver General Hospital, 
where Dr..C. Henry Kempe is interviewed, and 
Foundling Hospital in New York, where Dr. Vincent 
Pontana describes his approach tq treating parents * 
and children. Judges and law enforcement personnel 
--talk about the legal aspects of child abuse and 
remedies sought through the court. The area of 
^'children's rights" is, discussed . And a young 
mother talks about her experience" --^^ abusing h6r 
baby, recognizing her problem, seeking help,^ and 
being rehabilitated..^ . , . » 

-This i§ a good, ger»ei:^ visual essay on the overall 
' .national problem ^ L^ch pld abuse, its victims/ and 
the type of programsseekiftg to remedy the syndrome, 

ABC^ Broadcasting Co . ^ 



Xero^^ Films 

P.O. Box. 444,. 125t) Fair\&ood Ave. 
ColuroBus, Ohio 43216 

16 mm . { • 

1972,- . . . . ' ■ ^ 

'22'jnin. 

Color ' . 



Purchase $325 



Children^ in^ Peril Cont. 



Equipment 
Neederd : 

Name : ' , 
Subject Matter: 



Producer: 



Medium: 

Year Produced: 
Leng^jHi ; 
Color ot b/w: 

Rental/Purchase 

Cost: : 

\ 

Equipment 

Needed : i 



16 mm Sound Prelector 



CHILD ABUSE : CRADLE OF VIOLENCE 



A documentary on the etiology of child vabuse, 
pointing out the correlation between abused 
children and criminal behavior, in 'adults . 
Thrlough interviews with abusing parents and 
abused children, the film explores some of the 
ways these parents can begin to r:elate to their 
children in a positive w^y and learn haw to react 
to normal child behavior without becoming violent. 



Motorola Teleprograms , Ihc.-, fou Bonanza Films 
^ J, Gary Mitchell- 
4ff25 N. Scott St., Shiller Park, 111., 60176 

'16 mm or 3/4 U~matic videotape . \ 

1974 ^ , • • 

30 minutes 

Color - * ^ ' • ' 



$50.00 per week rental: $340/00 tp pirrchase 

16 mm sound projector or 3/4" JLJ-matic . 
video.tape » \ 



( 



\ 
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PILMSTRIPS 



Name: 



I 

CHILDREN IN CRISIS 



Subject Matter; 



Pr6ducer : ^ ' 
Medium; 

Year 'Produced : 

Color ot b/w: ^ 

Purchase Cost: 

Equipment 
Needed: 



This 5-part general awareness series ^diraftisse 
child abuse and neglect under the following 
categories : , * 

1. A Crippling Disease 

2. Discipline Versus Abuse,- 

3. Who is the Abuser .WhO/ the Abused. 

4. How Can Wq Tell 

,5. Treatment ^and Prevention 

Commentary for the 5 film strips was pi:epar^d 
by Vincent J. Fontana, M.D. 

Parents Magazine Film)5,^ Inc. 

52 Vanderbilt .Ave. , New Yprlc', N.Y, 10017 

Film strip ■ / 

'12" Lp. Record or cassettes 

1975 \ \ . _ 

Color ' \ ^ ^ ' 

$58 Cassettes/$4-9 33 1/3 RPM Record \- 



Dukarfe P3;pjector 
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SLIDE PRESENTATIONS 



Name : 

Subject Matter: 
Producer : 

t 

Medium: 
^ Year Produced: 
' Lengtji : 

ctolor or b/w: 

Rental/Purchase 
Cost: 

Equipment 
Needed: 



CHILDREN IN DANGER 

Deals with child abuse as it concerns teachers 
and day. care workers. 

Texas S,tate Dept. of Welfare 

John H. Reagan Bldg. , Media Services Center 

Austin, Texas 

Slides 

1974 (August) 

14 rain. - - r 

c6lo"r _^ 



$25 Purcfhase 
Slide Projector 



Name: 



Subject Matter: 



Producer: 
Medium: » 
Year Produced : 
Length: • 
Color or b'/w: 



A SPECIAL^ KIND QF -PATIENT 

This ^f ilm discusses various indications of child- 
abuse and neglect such as untreated impetigo as 
possible.' precursor ''to neglect/ and some of the ^ 
typical ^orms of abuse .(e.g^, ^beating, kicking, 
bruising, stabbing, slashing 'and suffocation) . , 
Also covered are laboratory tes£s that should 
be used in making a diagnosis ;• legal ^ev^dence and 
requiremexits ; how to report; and how the 'MD can' 
handle his perspnal feelings wh^n confronted with 
abuse and neglect*. ^ 

Texas state Department of Welfare 

Slides 

1974 (August) " , 

12 mirt. 

Color*^ . . , • ^ 



RentaT/iPurchase^ 

^Cost:' . ' $25 Purchase 



Rental Period: 



hKJCje^ded: 



SLide Projector 



Name: 



SCibject Matter: 




Producer : 
Medium: 

Year Produced: 

ength: ' 

Color or b/w: 

Rental/Puirchase 
Cost: 

Rental Period: 

Equipment 
Needed: 



Slide Presentdtionj "^ Gont. 
A SIMPLE CHILD ' . ^ 
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The reality of gbuse x)c cur ring .^n middle-clasps^ 
families is stresse^d. Fee ling^ leading to 
abuse are common in all human, Experience. ^ The 
"hotline" is presented as a suggested success- 
ful intervention modality. Discusses what parents 
can do. to help themselves when they recognize 
that they may have abusive feelings toward, their 
children. 

Texas State Department of Welfare 
Slides 

1974 .(December) 
15 min. 
Color 

$25 Purchase ' * ^ 



Slide Projector 



Name : 

^ Subject Matter: 



Producer : 
Medium: 

•Year Produced: 

Length: V'^' 

• Color or b/w: 

or mtal/P^rchase 
ERLCCost;: 



WEDNESDAY 'S;CHILDREN ^ ^^^r^ 

Tiy.e comes from the children's verse, "Wednes- 
day's* child is full of woe." Various forms of 
^ child abuse •anci negleqt; including poisoning, 
exposure, conf inement,';'a'nd exploitation are dis- 
cussed. Discusses what the Texas Department of 
Welfare is doing to alleviate the problem; its 
new procedures and new personnel. It addresses 
the problem in terms^f^j Texas law. . 

Texas State Department of Welfare 



Slides ' 



197.4 (September);; 



^M'^^l/S^nfin-: 
; Color 

, $25 Purchase 



Slide ^esentations Cont. 
^Wednesday's Children (cont.) 
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Rentatl Period: 

Equipment 
Needei^ : 



Slide Projector 
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Producer r 



Niunber/Lenigth \ 

Vurqhase' Cost: 
Texti' 



\ 



: M 



-RADIO SPOTS 



Dept. of' Health, Education and Welfare 
' National Center on Child Abuse and Neglect 
P.O. Box 1182 . ■ 

Wa'^shifigton, D.C. , 20013 

\ \ 

4-30 sec; 1 - 60 -.sec. 
(1 available- in Spanish) 

Not available for distribution until Fall-1976. 
"EMERGENCY , ROOM" 

■ ■» , > ' 

Background sounds of emergency room hubub; 
distant sirens, loudspeakers , etc. This, coVi- 
,tinues throughout the spot. 

Narra'tion : 



Doctor f Age about 18. months ... there's a 
fractured left, finger — ^ hold his 
head — possible subdural hematoma. 
Intensive, care immediately. I'll be 
right up. 



4 < i 



Nurse: 

9 

Doctor: 
Nurse : 
Doctor : 
Parent-: 



Alert surgery. 



Medication Doctor? 
Not yet 

Righ't away.|| ' ^ » . 

Now Mrs. Evans, how did this happen?. 
He fell from his high-chair. 



Doctor: But^ Mrs. Evans — isn't that what you 
said*^ the last time? 

Narrator: Two thousand American children die from 
neglect and abuse every year. So if 
you don't think it's a problem, perhaps 
you'd betteV €hink again. 
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RADIO SPOTS Cont. 



".A MOTHER SPEAKS" 



Narratuioh : 



Woman: Th§- hardest thing- is the isolation. 

T^me'arr'r I 'm "here --with my kid all-da^. Alone, 
'And he can't talk to me. All he does is cry. 
^Sometimes I want to hit him. I know he's 
helpless, but so am I ! ! , 



So I get angry 
I'll do. . . 



and I'm afraid of what 



Nari;ator: Being a parent is one of the toughest jobs 
in the world, but taking,^ it out on your 
child isn't the answer, 'if yoii heed help, 
call us. 



"2,000 CHILDREN" 

— %. , , 

Narrator: In many ways we're lucky. Things chat 
used to kill thousands of our children 
every year — smallpox, polip, scarlet 
fever — science has*/given us cures for 
most of them. 

But 'one of^ the major killers of children 
is^ some tilling that science alone can't cure. 
It's balled child abuse. 

^ Last year, 2,000 American children died from 



abuse and neglect, 
day. 



**rhat's six childr.en a 



So if you 'think it Isn't your problem, 
I hope you'll think again. 



"CYCLE" 

Narrator: Children who are neglected and. abused carry 
scars for the rest of their lives. 
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Some of them may even become cri-piinals. 
the damage doesn't end there. 



But 



For abused -and neglected children are those 
most likely to become neglecting and, abusing 
parents,. 



*A cycle . 



not B cycle^ of nature/ but 



rather a cycle of Auman failure. 



RADIO SPOTS Cont. 



"•Cycle" (cohtO 



And only your awareness of the problem^ 
and your concern will ever break it. - , 



"TESTIMONIAL" - 60 Sec, t 



Former 
Abusing 
Parent: 



It's rage* .It's blind rage. 

You know it's, a baby, but the rage is so 
great that you stop thinking. 

You stop behaving as a rational being. . . 

and you want^ to strike out. . . 

you want to stop^^the incessant crying^. 

you know -that there's something wrong... 
you want to do , something to help an4 you 
-don't kn^ow what. 

It means a lot ... it means a lot <>to all 
of _us to know that there,! s somebpdy, there 
who can help. ^ 

I know of sptecific instances where Help 
being ava^Llable has prevented severe 
damage to a child. . ^ - 



Narrator: As thi'S gian knows, the problems of , being 
a parent can be just too much to handle 
all by yourself. If you need help, call 



us , 



;.Eacb;^has 5 seconds open ^at the end for a local tag.) 



f 

Producer: 

Number/Length : 
.Purchase Cost: 
Text: . 

■ r 
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RADIO SgOTS Cont. 
HEW/SRS 

Dept- of Health, Education -and Welfare 
Switzer Building ' 
Washington, D.C. 20201 

1-60 sec . ^ _ ^ 

Free 

Sound: Door Slams 



60. 



Child:' 
Mother: 
Child: 
Mother: 

Child: 
Mother: 



Mommy , I'm home , I'm home I 
(Groans) . . * 

Wake up,^ Mommy I 



(Gradually coming to) Oh, no ... 
-haven't I told you to be quiet^when you 
come home . . . ' ' ^ 

But, Mommy, at school todaf^;,^;^e I.. 

(Awake, with anger intensifying) I 
^thought I taught you a less^pn yesterday. 
. — Weri; maybe this '11 help you to remember I 
For good I f ' . ~ 

Sotind'; Slapping In and Under Child's Outcries 

Sound; ' Crashing Furniture FolEpvted By Heavy Thud 

[other: Susie, say something, Susie. Please I 
Oh no, your head I* What have j"^one? 

Sound: Cross'^ Fade Into Ambulanbe Siren, Hold 
Siren in BG Under Narjjr^ioh 



Narrator: Lots of parents. don" € really mean to 



hurt the children they love. Sometimes, 
they can't help it^^. Yet, the scars can 
be there for life on the body, or on 
the mind. , In either case, they might 
. have been avoid^d^ For help i£ available. 
Available to pa1^#d in ^ whom tension has 
reached the danger, point. If you need 
help to keep fjom abusing or neglecting 
your child .:;t^f^^irhaps irreparably . . . 
take the first^'step. tlontact your lo- 
cal department of^ social services. Take 
that step now ... . before it is tbo late. 



Sound: Siren Up Momentli^my, Stops Abruptly . 



RADIO SPOT^ Cont. 



Franceschi Advertising 
107 W. Georgia Street 
P.O. BOX 1173 

Tallahassee, Florida 32 302 

3 --60* sec; 3-30 sec; 3- 10 sec. " ' j , 

$500 - ,$700, according t9 market size 
^ '^YOU^CAN HELP" - 60 sec. 

"Wbo* would beat a little child? Last year 
thousands of people throughout Florida did. \ 

They beat them, starved them J tortured them, 
raped them*, neglecte(| them ^nd.-even murdered 
them. ' ^ / 

These parents are, sick.. And their cWildreij, n^ed 
help desperately. Now you can help. 

If you know of a case of child abuse, call Us 
toll free *any time, day or night. Call Chila 
Abuse-(800) 342-9152. 



You could save a young 'life." 



"YOU COULD SAVE A YOUNG LIFE" - 60 sec, 



"Who would beat a little child? You'd be sur- 
prised. Last year more than 19,000 children were 
beaten, 'burned, abused, neglected, raped^, starved, 
tortured, abandoned and murdei^-ed. 

In mqst cases, parents were the very^ people who ^ 
abused their own children. 

These people are sick, and their children need help 
desperately. Tha't's where%ou come in. We're 
working on the theory that somebody, somewhere, 
knows about almost every child who is abused or 
neglected,. ^ . _ , - * 

• \ ' 

If you* re that somebody, it's impprtant tl^at you 
tell us. And you cfon't have to get any more in- 
volved than making a phone call. Call- Child Abuse 
toil free, any time, day or night, (800)' 342-9152. 
.That's .Child Abuse, toll free, (&dO) 34-2-9152. 

, You could save a young/life." . , 
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Franceschi Advertising (cont.) 

"NUMBERS" - 60 sec,^ ' 
"Here are some numbers we thirtk you should knoW: 

Sexual abuse ^523 
♦ Beatings^ ' * 2663 ' 

Medical neglect . * 1115 

Abandonment 844 
, Unattended 4169 

Broken bones (fade oiit) 

Tkis\is not a casualty list for Vietnam.- It's a 
list of actual reported cases of child abu«e in 
Florida." Last year ovej" 19, 000 children were 
beaten7' battered, hurned, raped, s'tarved ; 
tortured, neglected and murdered, i 

Who would hurt a little child? You'd be surprised, 

If you know of child abuse, call this number anyy 
time, day or night, toll free,. (800) 342-9152; 
You won't have to: get aj>y more involved than a 
phone call. j(800) 342-9152. 

You could save a young ;Life." 



"LIFT A FINGER TO SAVE A CHILD" - 30 sec. ' 

Yoii could save a young life. I^f you know of child, 
abuse, call (800) 342-9152. 

iJift a finger to save a child." 

Background song: ^ 

"Hold the children in ^our arms. Only you, can 
keep them safe and free from harm. Keep them 
warm ..." 



"19,0Q0 CHILDREN" - 30 sec. ^ ' - 

"Last year over 19,000 Florida children were 
beaten, burned, neglected, sexually asfeaulted, 
tortured and murdered, mostly by their parents! 

You can help these children. Call/ Child Abuse, . 
toll ^ree, day or night, (800) 342-9152 . 



/ 

RADIO WpT^ Cont. 
Eranceschl Advertising (cont.) ^ 

' ^' % 

"l^ydOO Children" cont. ' ^ 
Lift a finger to save a child" 

Background Song: - • 

"Only you can keep them safe and free from harm- 
Keep them warm. . - " o ' ; ' - 

« _ ■r ' 

/ 

" YOU'P BE SURPRISED" - 30 sec. 

"Who would hurt a little child? You'd be surprised 
Last year ^in Florida more than 19,000 little child- 
ren were beaten, burned, tortured., starved, raped, 
neglected and-murdered. 

These c^ildren need help. Call Child Abuse 
(800) 342-9152. 

You could save -a young li^fe-" 

*. « 
Background Song: ^ 

"Only you can keep th(em sa'fe and free £rom harm." 

' ' i 
"REPORT CHILD ABtJSEl' r 10 sec. ' 




T" 



"Over 19,000 Florida jchildren were abused last 
year.. Regprt child abuse. " Call toll free ^ , 
(800). 342-9152 ." ^ ' ^. 

"C ALL TOLL FREE" - 10 sec. 

' J * . 

"•Lifi a^finger to s^ve'a child. Call Child Abuse, ; 
toll free,^^ any time,/ (800) 342-9152. <> , 

\ ' ; ] 

You could save, a young life." . ^ ^ 

♦ o 

1 - • -• / i 

%H0' WOULD HURT. A LITTLE CHILD" - 10 sec.' " ■ " ^ 

1 * • • • ; 

"Who ^ould .htirt a little ' child? You'd be sur- 
prised. Cair i:hild Abuse, toil free, any bime, 
day»or night, (800) 342-9152.'" . " " . ^ 



TV SPOTS 



Producer: 



^National Center on Child Abuse and Neglect 
P.O.' ^Box 1182 • ^ 
/ Washington, D.C. 20013 



Medium: 

Number/Length:. 

Color or b/w: 

Purchase XZost:' 

Equipment 
Needed: 

Description : 



16 mm film c 

4-30 sec; 2-60 sec. 
(2 available in-Spanish) 

3 - Color; 3 - b/w 

No.t available for distribution until Fall-1376 

16 mm Sound Projector 

"2; 000 Children^' - 30 sec. . ' 



V 



: o 

ERLC 



A view of a playground ^filled with children, — 
sounds of shouting^ and laughter. A narra^tor 
names several of the diseases which have tra- 
ditionally caused the death of childi^en, and 
for which modern medicine ha.^ developed vaccines. 
Child abuse, however, is one childhood killer ^ 
that science alone' cannot cure. The scene 
dissolves to an empty playground. Silence. 
The narrator says that 2,000 children in America 
died last year from abuse and neglect, and that 
only people. , can help. "There are ways^^eT'give^ 
help and get help ..." (Available in SpanjLsh) 

"Colicky Baby" 6(i.t-«e<;^ 

The scene is a cluttered, ill-kept, middle-class 
house. Wind and rain pound against the windows 
outside. You hear th^ squalling of a^aby, 
obviously in real physical* distress The soaked, 
exhausted husband ^arrives home -late from work, to 
find no, supper ;waiting' and '-the'^ house a mess. He 
launches into a tira'de at hi^^^ife, who pleads* 
that she doesn't know what to do about the baby's 
illness, his 'continued, crying.. The' stress builds. 
He yells that he's ^sick and tired prf'-her using 
that baby as an' excuse," and that he^Tcnows one 
way to make "-th^t baby- shut up".-. A/freez.e frame 
as he pushes past heV iipward^he"bal>y • s room, 
over the mother%'s' screams of., protest^ (The tag: 
"When everything goes wrong^^ don't' take it out :on 
your child; - Call, us for help.") , 

"Thrtee Children A3^ne " - 60 'sec. 

-A-^-T'^^M::::pld girl foltowsTher ^.-^yeaF^d brother 
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"Three Children-. Alone" <cpnt.) 



aimlessly from room -to room in a middle-crass 
home. .There' is the souad of an ijifant crying 
in the' background. The children go into the 
kitchen to J^ind something for the hungry 4-year- 
old. Dishes are piled in the sink. The carton • 
of milk they take from the refrigerator i^nearly 
empty . ^ ' The /older boy goes to pick up and try \ 
to comfort the crying baby'l ' The girl be^gins.to 
play with matches in the kitchen. I'he spot ends 
with the oldest child desperately trying to feed 
and care fqr the family, ^he message is tliat 
emotional n^eglect leaves^^^cars — scars on^ the in- 
side. < ' ' s 

"The Crib" - 30 sec. 

j > 

A room, dark but for a night light near a cri,b. 
The camera moves around the room, focusing on 
scattered toys and other objects typical of a ' 
child'' s room. Voiceover of a distraught mother - 
talking about her frustration at having to cope 
continually' vith t)ie baby's needs, while her owp 
go unmet. "I get so angry •.. afterwards I'm 
scared of what I've done. ..and ashamed..." Th^e 
message is ''that help 'is availably when you need ^ 
it. Don' t, be /afraid to seek h^P- (Available 
in Spanish)"* 

"The Family Alb^m" - 30 sfec\ *v 




As a^ hand I turns the pages of 4 family album, you 
^ee a snapshop of a pregnant mother a newborn' 
baby,, a toddler, a pre-schooler. The voiceovfer 
describes Ithe kinds of neglect which can arise 
from poor\prenatal care, poor nutritdoc^ for the 
child, lack of regular medical attjentic^. ' "Every 
year hundres of children die accidentlyV because 
they were I left unattended. A page turns arM 
there areino more photographs. The message is 
that many .injuries and deaths to young children 
can be prevented through information and proper-; 



care. 



ERIC ; 



"Children^' s Drawings" --30 sec^; 

A' series iof .children ' s drawings, beginning with- 
^cheerfjul pictures and ending with a drawing re- 
•f lectfng 'the distorted s^lf-image of a-neglected 
chijd. The narration describes neglect, both ' 
physical |and emotional, arid the permanent Scars 's^ 
it can leave on a child.' ^ - ^ 

. ; - . - iirj . . * 



TV JSPOTS Cont: 



Producer: 



Medium: - ^ 

r 

Nxomber /Length : 

r 

Color or b/w: - 

Purchase COff^:: 

Equipment 
Needed : 

Description:. 



Governor '^s Council oij Human Resources 
State Caprtol Buildihg 
Bismark^ North Dakota 58501 ' 
Available from: WDA^-TV 

207. 5.th St, 



\ 



Fa'rgo, North Dakota 58102 



ERIC • 



2" Video Tape . * . 

5-30 siec. 

Color. . * N 

t * 

$50.00 I • ' ' 

^2/' , U-Matic. video Player, 

All of 1:hese spots promote general public aware- 
ness, ..and do not^mphasize reporting. They use 
animated still color photographs with music. 

Qne spot deals with eiQotional ^neglect — "For 
many children, loneliness is a way' of life... 
they are emotionalLyj^starved * ♦ . loneXlDess., is \ 
frighteijing ... a, form' of child abuse. "''The last | 
photograph is of a grandmother and child. "Child-i 
ren need adults -to be with them," v. , | 

A seconc^ spot asks, "What's it like' to be a child j 
and live in a wotld of giants?" The plea i>s to | 
be' a ki^d and protective adult. "Remember, a \ 
giant can hurt a child easily without really 
wanting to-" The last shot is of a father and a j' 
small sbn:/ "So please be a kind giapt.*"* A „ / 



A third: talks, about "troubled children, victims of 
physicaVL, sexi:ija! and emotional abuse-" Abuse 
occurs ^ven thciugh "most parents *want to be good 
parentsL " The" final pfibtograph is of two' beaming ! 
toddlers >^ and the message is that "every child is*] 
everybody 's child, arra children, need protection ." j 

The fourth spot opens with, a picture o'f a little 
child staring into space. The voiceover say^ ^ 
that "child abuse causes children, to grow up hurt'-* 
ing." * photograph of a young woman, then of 
another. ' "Child abu^e and negl^ect causes people* 
to steajl,, to lie, to get even, 'land it hurts you, ^ 
and fne,^ aM *the resli of society." The implied-. ; 
messa<je is. that today's abused .children, will be 
tpmorroVs cri^fiinals. 
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Governor's Council on Human Resources (cont.) 



T'he fifth spot acHnowledges that ^'being a.iparent 
can be rough," anch urges understanding .betweea 
parent and child: "Try to accept patents as' 
people and' children as individuals, all with 
rleeds and feelings and ideas."'' The spot end^ 
with a photograph, of "a h'appy/ family group sitting 
in a circle on the grass. 



Producer: * 
Medium: 

Number/Length : 
Color or b/w:* 
Purchase Cost: 



* Equipment 
Needed: 

Description: 



Ad Club'II . , ^ " 

P.O. Box 18907> ' ' ^ 

Atlanta, Georgia 30326 

2" Video Tape 

4 30 sec . 

2 Color/2 Black and White 

Not prepared to prpvide duplication and_dis-- 
tribution. ' 



2" U-Matic Video Tape Playef- • • 

All of these spots place a strong emphasis on 
reporting. 

In the first spot tke camera slowly pans a shelf 
of .books/ toys' and objects that clearly spell 
a child's. room. There is a peculiar-^ noise in 
the soundtrack, the source of which becomes 
apparent when the camefa.-jnoves. to a boy sitting 
on^ the* floor striking matches. 
"Child neglect* It fiould, scar *a 



The message ,is 
kid for lifd,. " 



ERLC 



In the second spot — the only dne* in .color — ; • 
an older cpuple hears the sounds of beating and 
a child Crying, "Don't! StopV in a . neighboring 
apartment. The man resists getting" involved, but 
she insists "I have to call for help."' Hie 
lents. "Alright. ! Give me the phon.e book." Tl*,e* ^ 
message': "Child abuse. If you know someone who ' s 
abusing their child, you can do something about \ 
• it." ^ ' 

\ s , ^ . ' ^ . 

The, third spot uses/a ' singi e still 'pLcture of a^ 
girl's face, and the*' camera tnoves closer and 
closer into her eyes. "This girl's a victim of 
'/child abuse. She's too afraid or ashamed ^to say 
anything about ^itj Child abus"^ You must do , 
something about, ij^."' // 



TV SPOTS Cont. 



Ad II (cont. ) 

The t^ourth spot. A still photograph of a boy 
looking out a window, and again the camera. moves 
closer, into hi^" eyes. The voiceover talks 
about severe child neglect. "His ^Xrents leave 
him alone for days on end ... Don't let (tljiese 
children) down. Their parentis already have." 

The ta~g line on eacl\ of the ^pqts is "Child abuse 
it could scai^ a kid for life."^ (The first spot 
sujDStitutes "neglect" for "abuse" * ) 



KUAC - TV 

University of Alaska 

Fairbanks, Alaska" 99701 
* V ^ • 

Video cassettes 

2-30 sec; 3-60 sec. 

Color •* 



'$73^00 



3/4" U-Matic" Video Tape Player * • 

The objective of all five of these .spots is 
general public awareness-, and the message is 
to get involved ("to get: help or to give help, 

call ") . Each spot presents the problem 

of cbild ^buse/neglect fronj a different point 
of view (the neighbor, the 'mother, the- child) 
and the voiceoVer is in the* first person. 

* * • . '''^ 

One spot on n§glect shQWs two children (ages 3. 
and 6) lefjts^lone in the hojase all day. 

In another, ,a man ma"king a^ saiidwich« in the ' 
kitchen late at- night hear? the 'crying of an 
infant aext door, remarks, to hiiij^elf tliat' the 
child always looks underfed, ana .wonders if ^ she 
gets, enough, to eat. He says, "But .that's none 
of my business. Or is it?",,.yhe message is to^ 
get, involved. , * * * 

A^small boy drawing a picture of his -mother tries 
to reconcile, his mother's striking out^ at him 
with his desire to believe that* she really loves 
him- The , objective ''is to^*;^how the emotional 
effects of abuse* ' ^ * - >^ 
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KUAC-- TV (contO. 



A woman rocking in a chair voices her fears at 
being alone'/ cut off and of lashing out at her^ 
children in frustration and anger.. Shows th^ 
pressures on ^an isolated parent. 

A young Eskimo boy struggles., to understand why his 
mother vents her hatred of her stepfather -on him, 
when /he doesn ' t, resemble the man at, all. "How can 
I ^ look like him when I'm me?" 



Producer 



Medium: 

, ■ .Number /Length ! 

Color or. b/w: 

Purchase Cost; 

' Equipment 
' Needed: ' 

Description: 



SfeW/SRS^ , ^ 

Dept. of. Health, Education a 
Switzer Building 
Washington, D.C. 20'2 01 

16 'mm f ijrm r\' 

1 7^60 se1c. 

Color , , 

'Free -H^n\ limited quantity) 



nd Welfare 



16 mm Spund Projector 



A little girl and he 
in a field of yellow 
the ^nbther says that 
mo^t important thing 
JD\it that^^"nintil rece 
child wai^ bruises,, a 
took out her frustra 
ter. The idyllic sc 
to one of hoAror/as 
at the child (the ch 
finally beating her 
. first sc^ne . "Paren 
'their children need 
help that cari ,keep f 
Help through SRS^ 



r mother/ playing together 
flowers. ^ In the voiceover, 
love and affection are 1:he * 
s a parent can give a chfld," 
nMLy, all I could. give my. 
bufee , and rejection." She. 
tion and anger on her daugh.- 
ene in the daisies dissolves"- , 

the mother savagely lun^ges • 
ild is not Shown) ^ screaming, 
with a pan; A returr> to -'the 
ts who. abuse and peglect 
help. AUd help is availaMe, 
ai^lies from' coming apart." , 



Producer: 



Medium? ' 



Queens- SPCC 

•i61-20 «9th ^Avenue ' ^ 
Jainaica, . N.Y;v ll432 ^ 

16 "ma film - /'^ 

3-- 30 sec; 1- 60 sec, 



23 
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^ Color of )^/w: 

, Purchase Costr 

Equipment 
'Needed: . ' 



Description: 



TV SPOTS Cont. 

Queens SPCC (cont,) • 
Color , ' . 

•Not available for distr ibutidn at thi^.time. 



-16 mm 'Sound' Projector * 

These four spots focus on public awareness o^ 
the problem of abuse and neglect • 

One covers the cycle of' parental abuse, through 
the use ot a young girl shaking and verbally 
denigrating her doll in a "mother-daughter" 
scene. 

One spot has as its -setting a police precinct, 
where parents are told their rights after having 
killed their child. 

A third spot;, on neglec.t, shows a young^boy alone 
iji an apartment. He is obviously lonely, as he 
eats, wanders ground, and patiently waits for ^ 
someone to come home. Hearing* a noise, he xushes 
to the door, .only to find neighbors entering 
thfeir apartment. 

The fourth spot ogives information on the serious- 
ness of the problem.. In the background, you 
hear the stea'dy thump of a puncftiing bag being 
poundted, as information on aspects of the pireto- 
lem is provided. During the entire spot, you 
see.the^fist constantly slamming into the bag. 



Produce.r ; 



Medium: 

>.* * 
• . ■ N\am]j^;*/Iiength ; 

/ • , ^^olor or b/w-: 

^ • Purcliase^ Co&t ; 

• Equipment • * 
. * ; Nee'ded : 

Description: 
•OA 



Association of Junior Leagues of America 

825 Third Avenue , 

New -York, N.Y. 10022. \ • 

16 mm film 

2 -'•6(3 sec,; 4 - 30 sec. * / 

Color • ^ ^ r ^ ^ 

$250.00 (TV. and Radio Spots) 

16 mm Sound Proiector 

iftiere are 30 and 60 second versions of these 
spots. A man inside a room near a' window, 
cradles his head in his hands. In the soundtrack 

74 . 
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Producer: 



, ^Medium: 
Niimber/Leng th : 

^ Color or b/w: 



Piarchfase Cost: 



Equipment 
Needed: 

'Description; 



Assoc. of Junior Leagues of America (cont.) 

his <voipe agonizes over a recent explosion of 
temper wherein he struck out at his small 
daughter rv The camera pans, to a doll on the 
floor , limbs "'aKimbo . ^ 

Facts and statistics on a child abuse and neglect 
are g^yen over film of children in a playground 
• sliding, jumping rope, piamrjg kickball/ in a 
, second spof. , t - " ' 

A tear run^ slowly down th^ face of a young girl, 
while a narrator giyes information about ^child 
abuse and neglect. 

A young mother plays happily ^'with her baby on the 
grass under a tree. Statistics on child abuse 
and neglect are provided in a^ voic^ver.' 

All 'of the spots emphasize that chilci* abuse and 
' neglect occurs in every community , and that help 
is available./ - 



Texas State Dept. of Public Welfare' 
Jdhp. H. Reagart Bldg* 
Media Services Center 
Austin / Texas 78701 

16 mm film 

2 - 30 sec. ; 2 '-^ 60 sec. 
(2 purchased from Frahbeschij 



Color 
$50.00 



V 



16 nun Sound Projector 



ERIC 



In .one spot a father, call-s, for help, after, 
realizing he has lost control in disciplining' 
h;is son*' Another show? a 7 or 8-year-old Chicano 
boy walking down the stre.et, turning into the 
front pa-^h of'^a house and ringing ±he bell -f- ' 
c^eals with Texas'* campaign to recruit foster 
families^ for children in need. 'Wo spots use 
still photographs of abased or neglecte^d children 
in home settings with^ voiceover information on 
child abuse/rieglect the message is,. "Lif*t a> * 
finger," and get involved by ^reporting suspected 
cases o^ child abuse or ^legLect. 

: ' 75 • . . 
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Producer : 

■ i ■ ■ ■ 

••Medium; 
Nlunber/Length: 
Cjblor or b/w: 

Purchase Cost; 

i ■ 

- |Needed: 

description: 

/ 



I 

]^roduaer": 

'tedium: . 
^Nvunber/Leng th : 
Color or b/w;' 
1 Purchase Cost: 



Equipinerit 
Nee^d; 



Description: 



Parents Anonymous 
2810 Artekia Blvd 



Redpndo Bleach, California 90278 



le.inm film 
1-30 s^c. 
.Color 



Free to P. A. Chapters; $20-00 to other organi- 
zations . ' 



16 mm projector 

f 

This st>4t^»hows a defies of everyday situations, 
like a. baby spilling his food, which might trigger 
a potenliially abusing parent^ to "lose his cool,*^ 
intercut with a Parents Anonymous group session. 
The^ objective of the spot Is to encourage abusing 
parents ]to se^ help. 



Odyssey \ Institute 
24 Westi 12th Street 
New York, N.Y*'. 

16 mm film 

1 -^0 sec. 

"Color ^ 

$40. 00 . 



16 vitjm Sound Projector 



ERIC 



;A young girl with bruises is rocking her doll, 
^ alone m her room. 'You hear the door opening ^ 
^and the voice of the mother assuring her male 
companion that 'the girl will be no trouble - 
"You don't have to wrprry about 'her".; Addicts 
are frequently abiisers . This spot is directed ^''^ 
\to drug Sabusing parents, urging them to .seeJc i 
help for themselves and their children through^ 
Odyssey House, a drug rehabilital^ion organiza-] 
^ tion. / I ^ 



'6 . ' 



1 
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Franceschi Advertising 
107 West Georgia 
P.O.} Box 1773 

Talljahassee, Florida 32302 
16 nln film ' ' 

I • 

j30/60 sec. 

r 

Col6r 

$35p0.00 - $5500.00/ according to market size 

• 'J- • 4 

16 ^m. Sound Projector 

' r '■ . ■ - - 

All^ of these spots strongly emphasize reporting^ 
to ja statewide, toll-free child abuse hotJiine. 
The theme in each case "Who would abuse/neglect/ 
ra^e a little child?" and "Lift a finger to save 
a life." All can b^ adapted for other -stat^. 

60 'sec^ -- • 

A three-year old girl sits on a couch in "a messy, ' 
pbvipusly unattended apar^fement-* — Sbe- goes- into 
the kitchen, turns on a^n electric blen.der, reaches 
for a liq uox bu t tl e amd drops it on- the floor, 
shattering it, lights a gas burner on the stove, 
and second later,' piills a^pan ot hot grease- off 
the buifner towards her. Freeze fyame.. The narra- 
tion meanwhile describees vthe dangers of child— 
neglect. Ppri^ents who m|glect their children may 
npt do so intentioaairj^ They "need help J:o 
strengthen the family unit." • ' * 

60 sec . ^ ♦ - 



The clicking of cQjiputerized numbers ^ rapidly in- 
Sije'asing on the screen, under' a series of still 
photography of. smiling children's faces. The 
voiceover is a grim tally pf* the number of child- 
ren dead oh arrival, beaten, bruised, ^starved , 
neglected," etc. , throughout the state of Florida 
"last year". A freeze frame of a child 's^facj 
with a~tear runfling down her cheek. "These l^e 
not just statistics. They are childjfcen 
you* know of an abused or neglected child, caij 

30 sec. 



A shorter version ^of the _spot_>described above.' 
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France schi Advertising (cont.) 



^0 sec. 

Quick cuts of film of beautiful healthy babies 
moying around, reaching for a bottle, creeping. 
The voiceover gives information -son the numbers 
'and kinds of injuries children received "last 
year" in Florida. "If you Jcnow abou^ an abused 
or neglected child;' or have feelings of uncon- 
trolled rage toward a child, call ... You could 
save a young life." 



30 sec. 

A shorter version of the spot descr/i»bed above. 
60 sec. 



A disheveled pre-teenage girl, clad only in a 
slip, sittimg on her bed,*weteping qtiietly.- She_ 
picks up her doll, holds it to her^ buries her 
head in her pillow. The voiceoVer talks about 
the incidence of sexual ab^ise in' Florida "last 
year" and the harm it does to children. It ends 
^with a plea for reporting- of any cases, of sus- , 
pected sex^ual abuse. . - ~ 



Producer: 



Medium: 

Number /Length : 
Color or b/w: 
Purchase Cost: 

Equipmel^: 
Needed: ^ 

Description: ■ 



erIc. 



Hennepin County Public Information 
A301 Government Center 
Minneapolis, Minnesota 35487 



2^*^ Video ^apfe - 

1-30 sec; 1-60 sec. 



Color 



Not prepared* to provide duplication and dis- 
tribution . 



2" 'U-Matic Video Tape player. 
* 

Both spots feature' an unhappy but healthy and 
unmarked little girl sitting alone on a blanket. 
The message is non-punitive. It encourages re- 
porting, both self and by others,^ to*"hel^ both 
the child anti the parent." It explains that' 
abuse and -neglect are not intentional , but the 
result of impatiences frustration, job failure, 
and other pressures. . 



X 
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Producer: 

Available^ 
Through: 



Medium: 
Number/Length j 
Color or. b/w: 




Description ; 



7 



I WTAR - Norfolk 

Department of Welfare 
Blair Building 
8007 Discovery prive 
'Richmond, Virginia . 23288 

. 2" Video Tape . 

.1-20 sec; 1 - 60| sec. 

Color 

• Freje 



2^ Video Projector , 

3 J 

These are 20 and 60 second \?'ersions pf the 
same spot; the 20 second spot is in color 
while the 60 second is in black and white. 
They use a still, photograph of a young girl's 
smiling face, and a "snapshot"' of a girl 
standing, smiling. They address emotional ^ 
abuse, and the unseen harm it does to children 

In the 2 0 second spot, the voiceDver says: 
"This child- is emotionally abused. She 
could be yours... For a "clealrer view o£ child 
abuse, or to report a known case of child 
abuse, call . . .''^ 

■ ^ ^ 

The. 60 second spot adds that "because some 
children still smile, thoughts .about child 
a|5Use become blurred.' Scars on 'the mind ^ 
don't always show. Parents are often too 

y close to see them. " It ends with the- same 

^ lines as the 20 second version. 



ORGANIZATIONS: 
ADVERTISING AND PUBLIC RELATIONS 



AMERICAN ADVERTISING FEDERATION 
1225 Connecticut Avenue, N.W. 
Washington, D.C. 20036 



DIRECT MAIL-MARKETING ASSOCI- 
ATION 

'6 East 43rd Street 
Newark, New York 10017 

OUTDOOR ADVERTISING ASSOCIATION 

OP AMERICA, INC. 
625 Madison Avenue 
New York, New York 10022 



PUBLIC RELATIONS SOCIETY 'OF 

T^ERICA, INC. 
845 Third Avenue 
New York, New York 100.22 

RADIO ADVERTISING BUREAU 
555 Madison Av,enue 
'New York, New York l<r022 



NEWSPAPER ADVERTISING BUREAU 
485 Lexingt<^n Avenug^ 
New Xork, New York*a0022 



For name and address of 
nearest advertising plivb. 
Also ^for various "how to" 
booklets . > < 

3 

' ■ j 

Booklets, wher e to fi nd 
serv/ices . 

Forjname of local outdoor 
advertising display company 
Als^ "how to" booklets J 
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ORGANIZATIONS; 
CHILD ABUSE AND NEGLECT 



NATIONAL 'center ON CHILD ABUSE AND NEGLECT 

Children's Bureau 

Office of Child Development 

Office of Human Development . - / 

Department of Health, Education and Welfare 
' P.q, Box 1182 ^ ^ ' ' ' 

Washington, D.C. 20013 ^ , 

Located in the Office of Child Development, the NCCAN 
serves as a focal point within the Government for the 
(fevelopment of plans, policies and programs related to 
child abuse and neglect. 



AMERICAN HUMAtJE ASSOCIATION \ 

* 

Children's Division 

P.O. Box 1266 

Denver, Colorado 80210 

National Federation Headquarters of all United States 
humane agencies, . and an information service center for 
child welfare organizations. Issues a variety of publi- » 
eations._^^ ' , . 

CHILD WELFARE ■ LEAGUE OF AMERICA" 

67. Irving Place \ . - * 

New York, New York 10003 . • 

A national vplunt^ry organization devoted to improving ser- 
yices for children and their families. Issues a newsletter, 
a journal, conducts research, provides consultation/ main- 
tains a comprehensive reference fdbrary on child welfare" 
-services. . i ' 
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•-NATIONAL ALLIANcb' FOR. THE PREVENTION AND TREATMENT OF 
' CHILD ABU^E AND |4ALTREATMENT ^ 

41-27 169th Street , , : 

, Flushing, New Yopk 112,58 * . , ^ • 

An organization jdf*^leadihg prof ^ssonals in the field* or 
, child abuse andjneglect in the United States workinc^ 

her to develc^p guidelines for public awareness programs 
ER^C child abuse;.and neglect, ' ' - ^ 
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Organizations*: 

ChyLd' Abuse and Neglect^ (Qont,) 



NATIONAL COMMITTEE FOR Tl^E PREVENTION OF CHILD ABUSE 
_AND_JIRGLECT-^ ' 



111 East Wacker Drive 
Suite 510 ' 

Chicago, Illinois 60601 
L A private nonpifofit organizatio 



n d\di 



cated to combatting 



the problem of child abuse and neglect through stimulating 
citizjsn interest and involvement in prevention programs. 



NATIONAL CENTER FOR THE PREVENTION. AND TREATMENT 
CHILD ABUSE 



University of Colorado Medica'^1 Centel: 

1001 Jasmine Street 

Denver,, Colorado ^0220 ^ 



r 



A treatment, research and training center for abusive 
families and abused children. 



PARENTS ANONYMOUS ^ _ 

2810 Artesia Boulevard — - , 
f Redondo Beach, California 90278 

A-national self-help parents organization, utilizing, 

group therapy and positive parenting methods to help 

abusing parents change their behav.ior.. There are' many 

local cha^^prs in communities throughout the United m ^ 0 

States. . . * 





GUOSSARY OF USEFUL TERMS 



AGATE XJNE. , An agate is a'vfery smaiT^^fe^e of type. The ' 
listings in your telephone *book or in -classified adver- , 
tising section of you newspaper ^ill show you Kow small. 
•Tliere-are 14 lirie^ of agate 'type to an inch/ including a 
narmal amount of space between the lines. Newspaper adver- ^ 
'tising is- sold by agate, line per column widtli'. ^ 



Am BRUSHING . Extra people or .unwanted objects can be removed 
•^f rom * photographs* by airbrUshing; Ever wish you'd* straightened 
a picture or moved some object 6ut of the Camer:a's eye? If you 
didn't think ahead, J:his is the remedy. ♦ ^ 



AUDIO .' The professional name of the sound -tape used for. an 

audio-visual film presentation. ' . U- ' ' • 

«- • * • ' ' ' 

BLUEPRINT . Receiving thd blue pjrint of a, publication you have 
prepdred ' is ^ happy occasion when ydu have done your work well,. 
For th^ first time you can see how your folder or booklet wiPl . 
look w-hen it is published.. Before. going to press, 'your printer 
^bJ^eprints the finished pages Or ^'mechanicals" , and pastes the 
prini;s together as the pages will appear in published form. 
Your job is to make sure all is in the p3:oper order ^ and that , 
pag6 number, pict;ures, captions *and headings are correctly place 
A^ blueprint- is sometimes callfed a "van dyke". • * 



BIJIDING. 



f ■ .■ 

This is the process, used in "fastening pages into a 
ion. .The most commorL-t>indings aire "saddle stitched" 



ii^publication. .The most commorL-t>indings aire "saddle sti^tc 
-and^ /Jperf ect" . * In saddle stitched bindings, two-leaf- sheets 
are stacked unfolded and stapled in the jniddle. The booklet 
*ls'thfen foTded along the center line. A perfect bindfrfg' has . 
^^a flat spine, achieved by folding the two-leaf sheets before 
fastening them 'ihtO< the book. They* ^re tReri^pasted bx:, stitch- 
ed into place.- Thi*s isj a^ more. e^jpensiVe form of binding,, and 
is s^dom used for books thin, enough' to saddle stitched. - 
LoDs.eleaf binders are useful for piJblications. which . arei updated 
periodically.' Although the initial cost ^is^ higher-; reprinting 
the entire book- can >-be avoided, and/this' will effect a saving 
•in the future. • . 1 * \ 



BLEJED * ^This merely means running the ink to tbe edge of' the * 
page/r leAying no. boirdei. If the- printer is not instructed . 
to "bleed!' a; full-page , advertisement which, has U colored ^back- 
ground, the colour will';(26ver only the "print ai^ea" of the 
page. '^ . ' " * ' 



, CAMERA READY. • Typewritten or printed material j reaQy ^f or 
offset' printing is said to be "camera ready." ^^If you prepare 
camera ready material in your office, make sure your type- 
writer 'keys are clean. If yoo can, use a typewriter with a 
'carbon ribbon. Take rare in'making corrections — thfe camera's 
eye ?nay be sharpfer than yours! Do npt, fold , ^stajDle or paper- 
' clip offset 'copy. Trotect it in shipment by sandwiching it 
between two pieces G^f cardbo^ard. 

CENTER SP^AD . A^two-page advertisement utilizing the center 
pag^s of a newspaper or magaziae. Because the center pages 
JLie 'flat and^re not separated, in the mi'ddle, they can be 
treaiied as a. unit. ^ • ' ' ^ 



COLD TYPE- * A method of, printing which does not require cast- 
° ing^of molten metal type. See "Photo Offset Lithography." 



• COPY . Material vou liave prepared for publication or printing 
Also, written texf, as j.n "copy'for a public service announce- 
ment. " ' . 

\ ' * V 

COPY PAPER . This professional aid has giij^lines.to help you 
^ size. your typewritten manuscript to* fit printed columns or a 

printed, page. -You can make copy paper by counting the number 

gf characters and spaces to a column line in *the publication 
- for which the copy is "Intended. Theh you camcifetermin'e *how 

•much space is ne.eded to £ype the same number of effaraoters on 
.yourt typewriter , and b:i^ock -this off by ruling twa liifes down 
^the length of.yojur paper; ;lf yeu box thes.e Irnes in with 
•^hor'i?:^n-tal' lines -at the -top and bo;ttom of your' sheet of palter , 
, you can save yourself^ the trduble of counting "lines you write 

• in the future. Quantities of copy paper 'can be offset cheaply 
from your original, and.^the time and author's alterations- 
saved by using *it will more than compensate for the sma^'ll- obst 



COPY READ , * A copy reader corrects Written material for spell 
ing, punctuation, ^granmiar, clarity/ and s*tylfe. If .a writer's 
meaning seems hazy to you, don't be afraid to question Jiim and 
sugge'st a better way of saying it. 



COPYWRIJFSR * This term is" reserved for advertising writers.- 
Peiople who. write editorial nopy are either writers, editoi's, 
or reporjte^rs. . . • , ' 



Covers I . Printers and advertising practitioners assign nym- 
bersr* to the four sides^ of . a, publication ' s covex. Beginning- 
with the outside front,,, and ending With* the outsicJe baqk covei*, 
*tti^y are, iJi sequence,' called* "First, "'^'Second,'" *"Third|, " arid- 
^Fourth" Covers.", This is worth m^nH:i,bning because people' ^ . 
sometimes are;^ not sure of the direction in -w^iich the courrtiag''' 
oriier runs.„ ' . * - - • 

- • --^ • ■■ ' • ■/."■■ ■■ .. ■ ■. 

CUT "(ij * Quts -ar^ used in connection witji letterpress print--^ 
ing. They are metal , engravings moianted on blocks of wood . 
which c^n be d^rppped into an opening 'provided -in a galley cff 
type. Photographic negatives put into spaces providing in 
mechanicals are soifletiihes called ^cSuts,"" too. ^ , , 



- CUT (20 . Ci:\t also means' shortening "£he text to fit avail- 
able space. - ^ . . 

DISPLAY ADVERTISEMENT \ Art *ad^vertlsemen± in the. "general >read- - 
ing section, of print media, as" opposed to the classified adver- 
tising section. Display advertisements usually are delivered 
to the publisher ^in ready-^to-print form. ' , " ^ / ' 

ELECTRONIC MEDIA . Techniaal language for- televisit)n and r^dio. 

.ENGRAVING. A process by whi-ch material to be printed "is cut 
•or etched qn a me.tal surface; ^"Iso the end prod\ict of the pro- 
cess, i.e., the' "cut." ' ^ ' '/ — 



.A 

ENVELOP E> STUFFER . An 'announcement designed,^© be siufffed in 
another organization's mailing. It should be small enpugh to 
be^-drbpped in^without folding; light- enoug'h to avoids increas- 
ing, your post's postage cost. " 

FACSIMILE . Mail houses jokingly refer to thi& as "forging/** 
All h^e art least one employee who is adept at 'copying signa- 
tures by hand. On some small mailings it may be leig^^xpen- 
sive and less time-consuming to facsimile signatuij^^^Ban to 
process them mechanically. Thi% is because a sign^^^B •plate 
cannot be rlin simultaneously with a multigraph or ^|||||^lith 
stencil,. and consequently a second printing proces^s is ^ re- 
quired^ Letters typa^^n automatic typewriters also need tq 
be hanS-signed. * / 



FILLER . Newspapey: editors .often" find* a few lines ofjempty 
space at* the end of a column. To fill these- 'spaces they keep 
bits ^ info2;^ation on hand,^ such as the-height of M^pun-fe 
^ver^st or the iWimber of /tons^ of" potatoes grown in Maine. - . 

lo^t give them one- or two-llners on child abuse and 
ndglect?^ 




FLIP CARDS . ^Speakers can use f li-p cards when -they want to 
impress' an audience with charts or figures. It is easier for 
.aa audience to remember what it can* see as ^ell ,as hear. The 
cards are^ poster-sized, mo"unted on an ea^el. .The speake^^ 
•flips t^em over, like the pages <ff a Rad, as he makes, his 
pointS/4 ' 



dALLE^f'^ A galley "is a tray of letterprjess type which has 
been set. It is alAp the name of^^the .proof' sheet which *h$s-. 
been ^"pulled"^ from- tiie. galley be'fore 'it has b^en locked into 
jthe p'ress. id^though there is no galiey ^of type involved ' in 
photo offset printing, you will' recieve printed^galleyjfcto 
proof re'ad.* - ^ . ' ^ 



GUTTER . . This is the mar.gin of the page which is next to. the 
binding — -in other, words, the center margin. 



HALF - TONE . *A photoengraving made f rom_ an image photographed 
•through a screen gud th4n -etched so that the d^t^ils are ' - 
reproduceds in do^ts. You^can see ,the dots if/.you look closely 
at photographs in newspapers which are pr.inted by letterpress* 

HOT TYPg . - Type which has beeri cast by \ .molten metal process, 
',,*such 'as ;iinotype • Hat type is used in letterpress printing. ^. 

r 

JUSTIFICATION ♦ • This means having an evferi 'margin on. the . . ~ 

righthand side' as well as on the left. Printers achieve this . 

by varying tile ..spacing between th^ words on ea5h line. LinD- 
, -type and varitype machines / as well as speci^jil electronic' 
, typewriters justify lines automatically* You cannot Expect 

to*dO'SO 1^?ith a standard . of face "typewriter . <^ \ v . \ 



LAYOUT J ''Your arrajigemient of. printed text, illustrations, 
•headings ,\etc • as you wish it to appear in print. *^ 



jLEAD ( 1 ) / The opening paragraph — or paragraphs, if, "Who/" \^ 
"What," "When," "Where," and';*"Why" do nbt fit^ comfortably . ^ 
' into one pafv^graph — o^f your news release.^'' 

: ^EAD (2) *TOie spacing between printed lines is pronounced y' 
"led.4L^ In letterpress printing the^line spacing rs Widened, 
by 'slipping in a .strip gf "rnetal of the desired depth. The 
expression has carrie'd over inta photographic .printing. 



LETTERPRESS- . A form of printing jisihg cast metal typ^,'as . 
topposad'to photo-offset printing, whiqh employs aM)hQtoengrav- 
4^ng pro,ces*s. ' • • ■ , . ^ - ' ' 

INE CUT . A' printing^ plate engraved on metal from a, line 
dfsawing . , ^ " . . ' 



' ^ LINE pRAWINg . ^ A drawing^ made in solid lines . • It- is easily 
reprgduced because^ it requir.es^rio shading. . ' ' ^ 



, LINOTYPE. \ Type cast 'and set from molten metal by means of 
a typewriter-like machine. The type is set i/i one-line * 

^"slugs" which .are assembled afterwards into galleys. If 
changes or corrections occur, the ^entire line of type must 
be*» recast. - ^ * * ^ - ^ 



LIP ^YNQH .^ Tlyis is pronounced "lip sink''," and, is a short 
form for " lip/synchronization . " It ^tteans synchronising 
audio tape t(/ lip movements on film.^ - * 

■ ■ ■ ' \ ' . ■ • ^ 

LQGO-^YPE Qor. LOGO) . . An identifying, device for your adver- 
tising an<X public relations material. It may be a particular 
type 'face on your^ IfetAerhead and^ in your literature, an em- 
blem, -a sloganJ|4c)erhaps even a photograph, which you use over 
and aver until ^Je public recognize^ it ^as the symbol of your / 
agency. Effect^e use of a' logq wil.l make aJLl of your pjablic 
relations materia^ uhmistak'ably . "yours . ^ 



MAT. 'The^hoct form for "matrixl" 



' The 

A 



MATRtX 



X. A letterprfess printing plate mad^of cardboard-like 
ial; .aigo the typewritei-cut stencils used ijji multi- 



material; .al3o the typ 
graphing and multilithing. * 



MECHANICAL . A piece . of . ^finishe'd copy consist ing '.of ''type proofs 
and artwork positioners an^ mounted' for photomechani.cal repro- 
duction-. * Photo-offket printers 'send you mechanicals for aiTspec- 
tioif before they mij^e -printi'ng- plates . Handle' them with care 
and^make no cor recti oi>s' oYi the mechanical itself. A protective^ 



sheel^ Of onionskin paper wil^ be^ attached fqr tni^ pjarpose.< 

' . ' ^ *.-«,>' • ' ^ ' 

If yau place display advertising^, pub].ishers 'wil]| expect you n 
oi? yotir advertising -agency to^ supply* mechanicals, pJositive ' 
or negative fiim-f^de 'ffom,1:he mechanicalsV • • 

\ ' r ' ' ' - - ^ . > • 

MEDIA * \A41 6f the m^ans ^ihpough wKich yj^ur message reaches an 
audience* ^ewspap^'rs an(J'^nyfg'ci;zi'nes;^ar^ prlpt media. I^adio • 
and television are^ br^oadcast mediah/ ^mllboa^rd^'^are outdoor, 
and car^ cards, " fet^nsit meAia:^ • ' ' \ > • ^ 



MULTIGRAPH/MULTILITH . These are relatively inexpensive 
dUlplica'ting precedes. Plates prepared on a typewriter will 
produce good multdlith impressions.. The results are neatearv , 
more professional-looking than mimeographing\ but less sharp 
than photo-of f aet. For runs of more ,than 500 copies; photo- 
offeset 'is recommended. > 



NCCAN. Short for the National Center on Child Abuse and 
Neglect'. This agency is in the Children ' s -Bureau of the - 
Office of Child Development, Offi'ce ofH^bman Development/ in 
the Department of Health, Education /nd WeLfare. Established 
in. 1974, the NCCAN serves as a .focal^i^point/within the Federal 
Government ^foY the development of plans policies and pro-' 
grams related to child, abuse and neglect. I ' 



^OFFSET. See Photo-Offset and Lithography, 



PHOTO-OFFSET LITHOGRAPHY ; ,Generaaiy this, is /referred tp as 
"photo-off,se't, " or simply- "of fset" printing. \| The text may be 
prepared on an 'office typewriter or on a Varitype .or electron 
ic typing machine. Text' and artwork are mounted to make^a 
"mechanical," from' which printing pla^tes are prepared by a 
photographic process. 



qPICA . (Pronounced "pie-ka.) A measure^of typeT^ There are 
ten pica characters to the lineal inch and six to'' ther fcveirti- 
cal inch. Standard typewriters have-'either pica or elitq typ 
Pix:a is ^^the .larger size^: Elite has twelve characters to the 
lineal i^jh instead, of ten. In doing layouts ,^ you may find a 
pica ru^ helpful. It Wj.ll 'saye you the tedium' of counting 
lines. Printers often distribute^ pica rules as aiflvertising 
give-aways^. , ' ' 

- ^ ' ^ '* ^ 

PRODUCTION . Everything concerned with the mechanical prepar- 
ation and f ollow-thfodgh of printed material, targe adver- 
tising agencies affd publishing houses have production depart- 
ments which make sure- artwork ^and editorial* material ^et to 
"bhe printer on time, ''that galleys are -proof re&d , pages are* 
dummied up, and J:he printer and binder meet ' the proposed time 
schedules.* Production is essentially a coordinating *and 
-cfiecking^ procedure . - ' * 



f 
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PROOF . It is ^.cus'tomary far printers to^ send their customers 
galleys and page. proofs td be checked for errors. At the 
galley stage, ^typographical errors made by i the printer are * 
his responsibility, and he should bear the cost of correcting 
*them. Should ^n error b^ caused by a mistake in your manu- 
.script, you will be charged for the *cprr^ction . Double-checK 
galleys. Errors that slip by to turn up in- ^age proofs are 
more expensive- to correct. , ^ ' 



PROOFREAD . Checking proofs to make sure the prrnter followed 
^the manuscript. ] In doing this, you will also correct punctua- 
tion and spelling, and question 'grammar which . appear^ to be 
incorrect. , ^ ' ' 

RETURN POSTAGE. \ You may want to use ^this incentive in fund 
raising and otherVkinds of mailings .to encourage recipients 
to re'sponde immediately. A U.S. Postal Service permit is 
required before you can have return postage instructions 
printed oi^your envelopes.. An identifying number will be 
asisigned to your agency. You WiTl pay slightly^ more than ^ 
regular postage for returns. ■ . , ^ ^ 

SCRATC'^BOARD . A coated surface on which a drawing is 
•scratched. ^ 



SCRIPT . The dialogue anc?^ instructions for an 'oral piresenta-- ^ 
t ion. Scripts are usad for platform as well as for broadcast? 
presentations. oEyen extemporaneous -.speakers ijeed an outline^ ^ 
and factfe about 'the points they want tq cover.- There is a 
special form which should be followed. in writing radio or 
television ^cripts. 



SECOND CLASS MAIL '. A lower postage rate av^ailable to quaUi- 
^fying non-profit charitable and ecjucational organizations.' • ;\ 
^U* S. Postal Service permit is required , .>and must /be renewed 

annually^ - t , ^ 
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SILK SCREEN , ' This is a color printing process less expen- 
^^^^ offset to prepare. However, the silk screen will- 

not » make as many good copies as offset plates. If you are 
ordering post;ers, for instance, in quantities pf less than 
l/OO^ftr'yQu Wfll save money^ by using silk screen . printing. 
If yhia v«nt y|larger numbelr; it will be worthwhile to pay 
for .color places. • . ' . . ^ 



SPOT. A brief announcement or commercial designed for broad- 
Gast me<3ia. . Sdot- Announcements are timed by the second', i,e., 
. 10, 20, 30 or ^0 secondsf \ * \' ^ 



STOCK: Paper suitable for— p^^nting. Paper, or stoc 
graded by ''weight as well as by rag content. ' Th^ greg/ 
rag content:, the^stronger and more expensive the stock. 
Twenty-pound stopk is the average weight' used for letterhead 
Weights range from tissue to ':boster ^^boai?d. ^ 




STOCK PHOTOGRAPHS . At' some time you may' nee4 a particular 
kind of photograph to lend dramatic effect- to an. announfcement' 
-you are preparing. Perhaps a stock photograph^ will serve 
your purpose. Stock- photograph agencie.^ tpaintain files of 
photographs by subject category and -of fer them for\saXW. . If 
there ♦is flfene in your vicinity, you can locate. the nearest 
agency in the services section of EDITOR /AND PUBLISHER YEAR- 
BOOK or in other press or PR 'directories. -.-^ ' 



s 



STORYBOARD ." A set 'of rough drawings showing -^he story liue 
and acta'on plan foe a television, film. 

TAG LINE . .A concluding or "sign off^ -line on a TV or radid 
_. . ..spot" It usually suggests action' and always identifies the. y 
V ' sponsor. -Example: • "To- g^t help or give help, call ) 

' ,^ the '^'aihilit. Service .Center at,^. ' - 



r - - VAN DYKE , ^^jge "Blueprint."' 



r. 



y nUALS . The Slides and f ilmstrips -r Which' are used in a TV 
cLERXC presentation. . • • . 
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how 

to report... 
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2pn5KUXr?.*5S2M| t Y^Hat happens 
S%5Cr-5:rss^^ \ afterarcfbrt.. 

wmiLmmt iiwmtai*. «ito«wi«toto»to> 



A <M1 «<to t* p¥j9t»Mj to*T 
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SAMPLE BROCHURES 



TO REPORT SUSFECf ED 
ABUSE/NEGLECT 



[ n^i^^p.... 

i ;#jf«.l^to«*rT 

i V r»» 'to* to to J wtMf MrrM. bto 
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Being 
u parent is 
one of the 
toughest jiHis 
intheworid. 



EvefTfdcrif sreisurw can C)ccomc tv]2)tcv7i3*fc 
Somettnws yoo nwir st?** otrt ct icmtm sou 



ro 9^ m ^«f« tms 
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There are 
tvfo victims 
of child abuse 
and neglect. 

ZTtiepc»ent, 
Both need he^. 



2000 Children 
will die this year 
from chiid abuse 

and neglect. 



(505)262-1911 
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Beiiig 
a parent is 
oneofthe 
toughest 

Jobs in 
iHie v^iirlcl. 

Everyday.^pressures can, become unbearable 
, Sometimes, you may'slnke oul al someone you - 
love— your child perhaps 

Many parents need someone to lufp 
to someone who understands someone wno 
will hsten and try to help ... 

If you need hdlp or know of someone who 
does, call us All contacts are confidential . 



^4 TogethcHiiorglirehelAcall 

(505)262-1911 

FAMWr RESOURCE C0ITBI 



There 
are two 
victims 

ttf chiid 
abuse and 

negiectr 

One of them is the child The.oiher is the parent 
Both need hjelp When everyday pressures 
become too great, many parents strike out -at 
someone they love a child, perhaps 

Many abusing parents were themselves 
^bused as children They'rreed someone to turn 
to someone who will help them cope with pres- 
sures in'a different way 

If you need help * or know of someone who 
d#es callus All contacts are confidentiial 

TO get hHp, or give helA cert I 

(505)262-1911 

FAMHy RESOURCE CBITER 



NCCAN NEWSPAPER ADVERTISEMENTS . 

, Actual sizes: 200 lines 

60 lines , 



2000 

cliildren 
will die 
this year 
from child 
abuse and 
neglect. 

Thats more than Typhoid Feve,r Diphtherta 
Scarlet Fever Smallpox and Polio combined it s 
one of the leading cauSjjss of death m children 
underage 15 

There «s no vaccine for this but families in 
distress can be helped 

If you need help or know of someone^who 
does call us All contacts are confidential ^ 

r 

TO get helAor gtve helicon 

(505)262-1911 

FAMH.Y RESOURCCtBITBI 



